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LAG-PLATES 
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profitable fuse 
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Ride through to a healthy order 
on the Wonder Clock of Sessions 


JL. CLOCKS 


Men! Try this experiment. An idea 
that makes orders grow. <A plan 
that pulls repeats on every trip. 
Tell them about the Wonder Clock 
of Sessions, 1931’s most exciting 
clock news. The first and only a//- 
electric Westminster Chime Clock 
without clutch, retaining spring or 
troublesome electric contacts. 

The clock with the quarter-hour, 
self-correcting fool-proof chimes 
with 16 notes on the hour, 8 on the 
half-hour and 4 on the quarter-hour. 
The patented clock with the sep- 
arate chime motor in addition to 
the oil sealed synchronous time 


motor. The clock that looks and acts 
like twice its price. 
The clock that’s backed by national 
magazine and radio advertising. 
It’s the leader of the Sessions line 
of chime, strike and silent clocks 
that fill every gap in any dealer’s 
Retail $6.75 to $64.50 
Made and guaranteed by Sessions 
. clock craftsmen for more than 
a century. Each a sure seller. There 
are no “hunch numbers” in the 
Sessions line. 


stock. 


Sell clocks this way. Watch your 
orders grow. lull information from 
the Sessions Clock Company of 
Forestville, Connecticut. 
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Exectriv 
CLOCKS 








Above: No. 27 with VOTORIZED 
WESTMINSTER CHIMES, 2134 inches 
cabinet 
Retail $35. 


long. Variety of fine designs. 


Mahogany and walnut. 


Left: Llmsworth. Magnificent 291% inch 
banjo with burl panels, non-chiming. Re- 


tail $20. 


Right: 1 Mode. 
in genuine walnut or mahogany with inlay 


design. Retail $10. 


Desk or table timepiece 
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What One Wholesaler Thinks of the Plan 


By H. O. SMITH 


The Hardware & Supply Co., Akron, Ohio 


industry, I believe “THE Jopper’s SALESMAN Plan” bears 

; the same important relation to the electrical wholesaling 

business that the Federal Reserve System bears to industry 

and finance in general. This plan will act as a guide and a 

marker for the manufacturer as well as the distributor and 
will take the guess work out of marketing possibilities. 

In the scheme of wholesale electrical distribution we have 
reached that point where we are faced with a blazing signal 
that says unmistakably: “Stop!!!” Not stop and stagnate, 
however, but stop and begin all over because the industry 
has entered an absolutely new era. The only precedent we 
have left is that we must live within our income. We cannot 
increase our profits by simply going to the manufacturer and 
demanding more margin; we must cut down our operating 
expense. Instead of working on a basis of 16% gross profit 
and an operating expense of 18% to 20%, we must operate 
on 12% to 14% and maintain our present profit rate. 

We can no longer afford to buy goods on the strength of 
future profits. We have accepted too many items in our 
merchandise on the basis of high appeal or individual likes 
and dislikes. Goods should be bought according to their use- 
fulness to the consumer, not overlooking those things classed 
as luxuries. We almost need a blue-sky law to govern the 
launching of certain specialties. A stock issue cannot be 
floated without preparation and approval by the stockholders, 
yet we wish upon the public every now and then an item 
which is not fundamentally sound. 

The distributor’s function is warehousing and it is respon- 
sible for the strength of his position in the eyes of the 
manufacturers today, yet many of the latter in recent years 
have deemed it advisable to consign stock to distributors and 
at the same time appoint a direct factory representative in 
the same territory. The manufacturer naturally finances both 
of these outlets thereby increasing his own and the distribu- 
tor’s competition. The direct manufacturer’s representative 
is often paid a greater commission for only his sales effort 
than the distributor receives for his combined selling and 
warehousing service. Mnny electrical manufacturers today 
are adding to their lines with the idea of attracting distribu- 
tion and of having a complete line from which nothing has 
been omitted. This increases the manufacturer's own com- 
petition. This policy is, of course, due to a lack of definite 
knowledge on the part of the manufacturer of his market and 
his distributor outlets. 

In the contractor-dealer field throughout the country only 
a very small percentage are finding the dealer and resale 
department of their business profitable. The decided change 
in tastes and habits has brought about a complete change in 
electrical merchandising with respect to store location, man- 
ner of display and terms of purchase. Terms are being 
stressed instead of merchandise to the point where many 
manufacturers are seeking distributor outlets, whether retail 
or wholesale, that will extend the most favorable credit 
terms to resale buyer and consumer. I am sure, however, 
that this condition is being corrected somewhat and that 
this correction is, in a sense, responsible for a very slight 
improvement in our business at this writing. 

The distributor’s schedule of resale prices today is set up 
in such a manner that in many instances the resale buyer 
and industrial user will not pay the price because the buyers 
today know values as they never did before. Consequently 
there is a limit to the profits a distributor may expect to 
receive. In fact every transaction in his routine cannot be 
expected to show a net profit. 

Would not a reduction in the distributor’s selling schedule 
improve his position? I think it would and that a similar 
reduction should take place in connection with the manu- 
facturer’s price schedule. For instance, some of us are con- 
vinced that the present day standard package quantities are too 
large and as a result many distributors are not representing 
their manufacturers as successfully as they should due to the 
penalty on buying less than standard package quantity. 

Having listed some of the difficulties that are holding us 
back, let us consider some of the simple remedies embodied 
in the actions advised by the Plan. A better credit system 
is one thing which should help materially. Many distributors 
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NOR the purpose of correcting the present evils in our 


subscribe to various credit bureaus which, on the whole, have 
done good work and are fairly satisfactory. But I know 
that I am not alone in the hope that in the near future a 
special credit plan comparable to the larger plan we are dis- 
cussing will be adopted by the industry. This should be a 
definitely worked out system which will assist the distributors 
to better appreciate the expense of handling their accounts. 
This will cause them to shorten their terms of credit (both 
trade and cash), and this will react to the benefit of all 
concerned including the ultimate consumer. 

The distributor and his salesmen need a better and more 
complete knowledge of the selling points of the goods they 
are selling in order to give the manufacturers’ lines the right 
kind of sales effort. Most distributors do not maintain an 
elaborate advertising or sales promotion department for the 
purpose of properly spreading knowledge among their men and 
the trade. Therefore we have always studied very carefully 
the advertisements in THE JopBer’s SALESMAN as well as 
other trade journals and we make a definite use of the 
manufacturer’s story as it appears from month to month in 
these publications. Thus we are able to pass along illustra- 
tions and information which otherwise would have to be 
made up from the data on file. 


O carry through any sound merchandising plans there 

must be co-operation on the part of the members of the 
industry and I believe that this co-operation is best fostered 
by trade associations. If we are to continue to increase 
friendly and profitable contact between electrical men, the 
trade associations’ activities must be definite and valuable in 
proportion to the money invested. The meetings and con- 
ventions of these associations should be of such importance 
as to compel the attendance of manufacturers’ chief execu- 
tives. It may be that conventions are held too frequently 
and possibly we are required to spend too much time away 
from our places of business. Be this as it may, we must 
appreciate the fact that these associations are voluntary 
organizations and it certainly behooves everyone in the in- 
dustry to help make them worth the money invested. This 
is undoubtedly possible and I think the associations can eas- 
ily be made the most profitable constructive expenditure 
assumed by our industry. The distributor wants to meet the 
manufacturer at his trade association conventions. 


[I am not reflecting in any way upon the flood of favorable 
comment and approval of the Plan which has been ex- 
pressed by all branches of the industry when I say that 
mere approbation is not enough. Action of the most definite 
nature is required to put this movement over. Therefore, 
speaking for our house, when “THE JopBer’s SALESMAN Plan” 
charts are available they will become an actual part of our 
present stock records. This will enable us to determine more 
intelligently the items which we can economically distribute 
and keep our inventory at a minimum. This will increase 
our turn-over, add to our profit rate and substantially reduce 
our operating expense through less handling which is brought 
about by more intelligent buying and warehousing. 

I believe that manufacturers should take a vital inter- 
est in the use of the plan, especially where it affects his 
relations with the distributors. I think the greatest require- 
ment along this line is that manufacturers and distributors 
carry out faithfully the exchange of charts showing the 
status of all markets and commodities. If this is done there 
is no need for a distributor to be over-sold. This will elimi- 
nate a condition whereby material has been returned arbi- 
trarily to the manufacturer for full price regardless of age 
or condition. We have never doubted that the intelligent 
use of the information on the charts will still further im- 
prove this condition 

The distributor today is very eager for help and this Plan 
which has been submitted with great expense to our industry, 
is the first workable foundation presented in my twenty-five 
years of distribution of electrical supplies. Neither the dis- 
tributor nor the manufacturer can function without each 
other. Therefore it seems to me that this is an especially 
opportune time for both of them to lock arms, choose the 
course and follow through. 
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Wholesaler Sales 


Figures Show Drop of 23% Under 

1929. Refrigerator Sales, in Spite of 

Depression, Leap from Twenty-fifth to 
Seventh Place 


a considerable decline over the 1929 report, the 

totals for the two years being $589,497,000 and 
$452,349,000 respectively. In terms of percentage, the 
drop was 23.26%, which sag in sales parallels pretty 
closely the reduction in business experienced by the 
average wholesaler in 1930. 

As announced on page 8, it was decided not to issue 
any report on range sales for 1930. Under present 
methods of distribution on this commodity, it is al- 
most impossible to arrive at a reasonably accurate 
figure on the amount of this business which clears 
through the wholesaler. A consid- 
erable part of the range sales is 
now being made direct to utilities. 


Te: sales figures for 1930, as anticipated, show 


“1930 


leap this year into seventh place with the astonishing 
total of $17,584,545. There is now no question but 
that this line of merchandise is taking its place among 
the major items which wholesalers handle. 

Radio sets, parts and tubes experienced the antic- 
ipated slump, dropping from $100,694,000 in 1929 to 
$60,151,786 in 1930. Fortunately, the electrical whole- 
saler is in a good position with his other lines, to 
stand the fluctuating activities of radio, but it is hoped 
that out of the June convention of the radio interests, 
a sound method of merchandising procedure will de- 
velop, in order that the wholesalers can renew their faith 
in an industry which so far has only succeeded in con- 
fusing everyone in it with its rapidly shifting pol- 
icies. 

Construction materials compare favorably with the 
report of the previous year, weather- 
proof wire being the only one to 
show a serious drop. Wiring devices 


There is also a warehousing ar- 
rangement with two of the national 
houses and two manufacturers which 
accounts for a fair proportion of 
the total. Taking this latter fac- 
tor into consideration, it can be as- 
sumed that the electrical wholesal- 
ers, as a group, are quite active in 
ranges and undoubtedly handled a 
major proportion of the reported pro- 
duction total of $27,000,000 (retail 
value). 

The movement of one commodity 
in particular is extremely gratifying. 
Refrigerators which came into the 
picture in 1926, with total sales of 
$2,947,000 and reached $5,758.000, 
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E had expected this 

year to give a break- 
down of commodity sales in 
the nine major trading areas, 
but the wholesalers, due to 
the business depression, have 
been reluctant about giving 
their sales figures. As a con- 
sequence, the number of re- 
ports received do not war- 
rant our presenting a break- 
down of that nature on the 

1930 sales 


also felt the depression as is evi- 
denced by the drop of $10,000,000 
under the 1929 total. 

The figure on ventilating equip- 
ment is disappointing. The sales in 
1929 were $5,164,000 as compared 
to $4,705,610 in 1930. Analyzing 
this drop, superficially, the blame 
could be placed on the general de- 
pression. It is, however, an unde- 
niable fact that an enormous field 
for this relatively new commodity 
and certainly the figure reported 
must, under those circumstances, in- 
dicate that the wholesalers are sim- 
ply not alive to the possibilities exist- 
ing in the ventilating field. 




















Actual Sales of 
AO Key Products 


1924 1925 1926 1927 1928 1929 1930 
1. Incandescent Lamps............... $ 61,389,000 $ 48,123,000 $ 46,324,000 $ 52,000,000 $52,326,000 $54,069,000 $54,707, 448 
2. Radio Sets and Parts (excl. tubes)... 116,051,000 104,286,000 128,874,000 149,435, 000 82,931,000 76,171,000* 53,081,914 
“ay °° “RR tia? 31,586,000 31,000,000 32,937,000 35,941,000 44,962,000 42,406,000 41,788,512 
4. Rubber Covered Wire.............. 45,987,000 33,085,000 37,815,000 38,640,000 42,095,000 45,432,000 37,728,864 
re 8,774,000 10,560,000 14,916,000 22,424,000 28,820,000 33,171,000 Tt 
6. Wiring Devices... ... oosicscaascnas 36,414,000 33,191,000 39,322,000 40,306,000 21,047,000 33,458,000 23,049,216 
7. REBIROTAMOR SGUIDMENE. .).. .i5.6c5s 0b Spee cls Sane ees 2,947,000 4,426,000 9,416,000 5,758,000 17,584,545 
SB; Gendt Satengs nos sh oceeceae 13,589,000 11,290,000 14,450,000 14,058,000 16,254,000 16,310,000 16,739,960 
9. Power Motors and Motor Control 
Bqnigment. .......+....++ s+: 10,287,000 7,084,000 9,007,000 10,260,000 16,741,000 16,285,000 15,647,346 
10. All Heating Appliances, Not Other- 
WGP WEEE G ook ciesresccsmuenees 15,766,000 13,351,000 14,865,000 13,894,000 21,864,000 15,053,000 14,728,828 
ER ORBIID TES: ss os beans anes seeer oe eeteneeee Ae ee ee eee ix, soaks atte 29,350,000 24,523,000* 14,671,800 
12. Weatherproof Wire............... 21,551,000 11,150,000 15,073,000 17,901,000 20,010,000 23,417,000 14,608,052 
ee ee 9,380,000 11,265,000 13,092,000 14,892,000 11,644,000 17,244,000 14,350,656 


14. Transformers, Insulators and Other 
Central Station'Distribution Equip. 16,221,000 8,630,000 10,752,000 16,312,000 9,373,000 15,583,000 14,294,550 


15. Clothes Washing Machines........ 8,334,000 9,453,000 11,747,000 12,190,000 13,467,000 18,145,000 13,632,177 
16. Commercial Lighting Equipment 

(incl. Glassware).............00. 11,000,000 11,186,000 10,225,000 10,494,000 10,720,000 13,965,000** 13,492,574 
172 Ba Me oo assoc sinda aos oeee 18,324,000 18,148,000 14,468,000 17,503,000 14,370,000 14,923,000 13,250,046 


18. Residence Lighting Equipment (incl. 
Portable cae. se 19,112,000 20,306,000 21,478,000 13,929,000 13,413,000 15,934,000 11,438,763 
19. Industrial Lighting Reflectors and 





EE CLEATOR UE ee 7,847,000 9,420,000 7,939,000 9,851,000** 10,774,800 
20. Pole Line Hardware............... 11,393,000 8,350,000 8,268,000 13,377,000 11,365,000 11,495,000 10,145,936 
21. Vacuum Cleamers................- 4,132,000 3,811,000 2,567,000 8,329,000 8,520,000 6,531,000 9,248,472 
22. Panelboards, Power and Lighting.. 7,005,000 6,127,000 6,576,000 6,681,000 8,543,000 10,981,000 7,880,229 
Moca nacbavessacsadeoruwens 7,816,000 7,084,000 2,686,000 7,373,000 8,245,000 10,206,000 7,534,620 
SII as ck eek ict vawacce bescs 5,900,000 6,568,000 7,381,000 8,243,000 6,999,000 7,124,000 6,547,536 
25. Fractional H. P. Motors........... 1,782,000 2,174,000 1,336,000 1,447,000 1,170,000 3,085,000f 6,253,401 
26. Electric Flatirons................. 6,271,000 5,575,000 4,967,000 7,383,000 5,758,000 5,469,000 6,084,791 
27. Measuring and Testing Instruments. 3,683,000 1,543,000 2,081,000 1,663,000 4,292,000 2,008,000 5,292,608 
28. Seorage Batteries................. 4,827,000 3,820,000 4,698,000 6,497,000 4,284,000 579,000 5,069,867 
29. Ventilating Equipment............ 1,814,000 2,108,000 3,584,000 6,296,000 7,034,000 5,164,000 4,705,610 
hy SE hiro atneke sy ccaies ts uaet 2,358,000 3,035,000 2,356,000 2,981,000 3,380,000 3,820,000 4,458,344 
31. Dry Batteries (incl. radio)......... 15,000,000 18,200,000 23,126,000 18,487,000 12,761,000  8,129.000 3,576,582 
2. Electric Ironing Machines......... 807,000 3,651,000 3,820,000 4,748,000 2,568,000 4,365,000 3,500,000 
33. Construction Tools................ 1,883,000 1,026,000 1,802,000 1,814,000 1,450,000 2,096,000 2,276,592 
34. Lightning Arresters............... 4,323,000 2,140,000 1,887,000 2,638,000 1,983,000 986,000 1,994,884 
35. Flashlights and Flashlight Batteries 4,129,000 4,562,000 4,668,000 5,285,000 3,264,000 2,641,000 1,917,783 
36. Annunciators and Bells............ 1,362,000 1,387,000 1,542,000 1,937,000 1,389,000 2,213,000 1,758,070 
37. Portable Electric Tools............ 810,000 945,000 1,638,000 878,000 1,030,000 1,141,000 1,014,700 
38. Fire Alarm Systems............... 1,208,000 535,000 1,261,000 648,000 656,000 1,415,000 867,834 
39. Soldering Paste, Commutator Com- 
ee OES 931,000 652,000 915,000 1,283,000 1,147,000 _1,389,000 334,152 
MO. Sewing Machine MOKs.....« 6660.5 <5 .aesneens our adabnwer eas 520,000 632,000 824,000 220,000T 176,602 
Tee i. sn acces $513,000,000 $531,000,000 $629,200,000 $675,661,000 $610,000,000 $589,497,000 $452,349,000 


*In the years 1923 to 1927, radio tubes were included in ‘“‘Radio Sets and Parts.’”? In 1928 and 1929 this was broken down to show radio 
tubes as a separate classification. 

**In 1924 and 1925, commercial and industrial lighting equipment were combined under one head, “Commercial.” 

+In 1924 and 1925, “Fractional H. P. Motors” and ‘Sewing Machine Motors” were combined under the former head. 

77D petro th ie, reise Savane methods of distribution on ranges, it was found impossible to arrive at an accurate estimate of whole- 
Salers sales in bs 
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the announced 

program of the 
N.E.W.A. that the Hot 
Springs convention will 
prove a most fruitful 
one. One of the chief 
subjects up for discus- 
sion is a proposed sim- 
plification of committee 
and commodity division 
structure. The 13 pres- 
ent existing committees 
and divisions will be gen- 
eralized in accordance 
with the following rec- 
ommendations: Mer- 
chandising ; outside con- 
struction materials ; wir- 
ing supplies; lamps and 
lighting ; apparatus ; op- 
erating. Under the new 
arrangement the chair- 
man of the executive 
committee would name 
from that committee the 
personnel of their gen- 
eral committees, these 
chairmen in turn to be 
solely responsible for all 
activities properly com- 
ing under the jurisdic- 
tion of their several com- 
mittees. The object 
sought is to make the op- 
eration of the various 


|: is apparent from 


Commodity Drvisions 
to be Revised at 
Hot Springs 


Betterment Committee prepared to submit con- 
structive report. “Free Lance” group to hear “The 
Jobber’s Salesman’s Plan for Market Determina- 


tion and Market Development” 








11:30 


11:00 
2:00 


8:30 


11:45 


8:30 


10:00 


TWENTY-THIRD ANNUAL 
HOT SPRINGS CONVENTION 
MAY 25-29, 1931 


(Tentative Program) 
Monday—May 25 


A. M., 2:30 P. M., 8:30 P. M.—Executive Com- 


mittee Meetings. 


Tuesday—May 26 


A. M.—Meeting of Finance Committee. 
M 


P. M.—Meetings of Radio and Lamp Divisions. 
Meeting of Chairmen of Lighting Fixtures 
; Division, 
P. M.—Meeting of Executive Committee. 
Wednesday—May 27 


A. M.—Opening Session for Members—Chairman’s 


Address. 
Reports of Officers and Committees. 
P. M—Meetings of Atlantic and Central Divi- 
sions. 
P. M.—Executive Session for Members. 
Residential Lighting Fixture Market— 
M. J. Wolf. 
Importance of Proper Lamp Voltage— 
N. H. Boynton. 
Complete Home Electrification—J. H. 
Van Aernam. 
P.M.—Session for Members and Guests. 
Address by J. F. Owens, Vice-President, 
De eb. A. 
Entertainment—(Features to be an- 
nounced later). 


Thursday—May 28 


A. M.—Session for Members and Guests. 


Floodlighting Equipment—An Opportu- 
nity for Wholesalers—K. W. Mac- 
kall. 

Budgetary Control for the Electrical 
Wholesaler—Arthur Lazarus, Metro- 
politan Life Ins. Co. 

Reports of Commodity Divisions. 


Friday—May 29 


10:00 A. M—Final Session for Members—Trade Dis- 








more flexible and providing a more 


for the consideration of problems as 

This recommendation will be made by the Better- 
ment Committee which, it is understood, will, in addi- 
tion to the above suggestion, propose some further 
changes in the interest of economy and centraliza- 


JUNE, 1981 


economical agency 


cussions. ; 
12:15 P.M.—Organization meeting of Executive Com- 
mittee. 
committees less cumbersome, 


they arise. 


tion of activities. 

A most imposing list 
of speakers appear on 
this year’s program. Of 
primary interest to 
wholesalers attending 
will be the address of J. 
F. Owens, first vice-pres- 
ident of the N.E.L.A.and 
vice-president and gen- 
eral manager of the Okla- 
homa Gas & Electric Co. 
Mr. Owens will speak on 
the relations between 
utilities, wholesalers and 
other branches of the in- 
dustry. As a member of 
the joint committee of 
utilities and merchants to 
investigate the situation, 
Mr. Owens is well quali- 
fied to present the story 
and in him the wholesal- 
ers have a champion of 
“fair merchandising prac- 
tices.” 

“Budgetary Control,” a 
subject of utmost im- 
portance to all whole- 
salers, particularly at the 
present time, will be cov- 
ered in a report by Ar- 
thur Lazarus, consultant 
with the Metropolitan 
Life Insurance Co. Mr. 


Lazarus’ report will be based on the results of a ques- 
tionnaire sent out by W. J. Kranzer, chairman of the 
committee on the subject of budgetary control. 

“The Residential Lighting Fixture Market” will be 
covered in a paper to be given by Martin J. Wolfe, 
marketing manager, Beardslee Chandelier Mfg. Co. 
This will represent the last of a series of reports pre- 
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pared in accordance with the recommendations of the 
lighting fixture division. Previous reports covered in- 
dustrial and commercial lighting. 

J. H. Van Aernann, merchandising manager, New 
York Power & Light Corp., and president of the Hud- 
son-Mohawk Electric League, will have as his subject 
“Complete Home Electrification.” Mr. Van Aernann 
is well qualified to talk to wholesalers on the subject 
of cooperation with central stations in development 
programs, as he was formerly with the Iron City Elec- 
tric Co., Pittsburgh. 

“The Importance of Proper Lamp Voltage” will be 
covered in a paper to be read by N. H. Boynton, gen- 
eral sales manager of National Lamp Works. This 
report of voltage conditions as disclosed by a national 
analysis will be of real interest to every “B” agent. 
K. W. Mackall, illuminating engineer of the Crouse- 





MARTIN J. WOLF 
who will submit a report on the residential lighting fixture 
market 


Hinds speaking for manufacturers of floodlighting 
equipment will show members where an opportunity ex- 
ists for business in this line of equipment. 

While H. J. Baitinger, chairman of the “Free Lance” 
group has not as yet announced its complete pro- 
gram for Thursday evening, May 28, arrangements 
have been made for IE. T. Rowland, marketing coun- 
sellor of THE JoBBER’s SALESMAN, to give the “New 
Plan for Market Determination and Market Develop- 
ment” at the meeting. 

In addition to the business sessions, arrangements 
have been made, through the entertainment committee, 
to make the visit of wholesalers, manufacturers and 
guests as pleasant as possible. 

There will be golf tournaments with the wholesalers 
again competing for the beautiful Curtis “Wholesalers 
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B. W. CLARK 


Chairman, National Electrical Wholesalers Association 


Cup.” This tournament will be played on Thursday, May 
28. The manufacturers will have their inning on Wednes- 
day afternoon, while the ladies will compete for prizes 
in the annual putting contest on Thursday. 





N. H. BOYNTON 
who will address convention on the importance of proper 
lamp voltage 
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STANDARDIZATION 


in Handling 
CUSTOMERS’ ORDERS 


How a firm policy has reduced losses from returned 
goods, complaints and reversed telephone calls 


HE rapidity of the commer- 

: cial growth of the past half 

century and the intense com- 
petition accompanying it have given 
rise to serious problems in organization and manage- 
ment. In the field of industry, special attention has 
been given to methods of increasing production and re- 
ducing costs, but very little has been done in the field 
of distribution to meet the situation of rising costs of 
overhead with consequent reduction of profit, although 
the average order is smaller and the profit rate less. In- 
stead we are heaping more fuel onto the fire and running 
up our overhead. The increasing competition among 
wholesalers is resulting in practices that are uneconomic 
and costly, as well as unethical in some instances. 

Competition is a desirable thing if it does not go be- 
yond the bounds of reason and common sense. But 
when we find wholesalers offering all kinds of unprofit- 
able and expensive services to dealers, carrying on huge 
sales to increase volume or meet competition but with 
no profit expected or realized, “going their competitors 
one better” in the sale of merchandise, granting requests 
that are unreasonable, and refusing to cooperate in 
other ways in the establishment of sound business prac- 
tices—it is time that we come down to earth and try to 
work out some plan that will correct these conditions. 
The attitude of dog eat dog among wholesalers is 
becoming entirely too unhealthy for the welfare of any 
business. 

These conditions are not economically sound and they 
cannot endure. The question is: Are we going to do 
something about them, or will we wait until circum- 
stances have become so involved and intensified that the 
time for doing something has passed, leaving us to 
struggle wearily through the long period of reconstruc- 
tion? Hence, it is to the best 
interests of our future that we 


By R. A. PECK 


Vice-Pres. 
American Electric Co., St. Joseph, Mo. 


head and cost of distribution by giv- 
ing scientific consideration to the 
factors that go to make sales and 
by considering in its economic re- 
lations the most intelligent and least expensive means of 
distributing merchandise. When wholesalers learn to 
cooperate with each other and when all of them work 
to this end it will be a simple matter to eliminate much 
of the waste which now attends these problems and 
which contributes to a very great extent to our over- 
head at the present time. Some of these problems which 
I wish to discuss are: 

1. The returned goods problem. 

2. The handling of complaints. 

3. Reverse charges on non-profitable telephone orders. 

I believe that there is no problem which is of more 
vital importance to the jobbing industry and which is 
being more abused at the present time than that of re- 
turned goods. The extent to which the dealer is being 
educated by the wholesaler to return goods is most 
alarming. In an effort to make his business different 
from any other, the jobber is granting return privileges 
which can be denied without harm to either the dealer’s 
or to the distributor’s business. 

A short time ago, one of our customers who has given 
us his business for years requested permission to return 
for credit a quantity of material which had been ordered 
“special” from the factory for him and which, of course, 
the factory would not take back. We explained this to 
him and told him that its return would be a dead loss to 
us so he agreed to keep it. In spite of this, we sold him 
an order of merchandise which he took back with him. 
A few days later he returned and told me that he sent 
this material to another wholesaler who gave him credit 
in full for it. In refusing this material we were trying 
to uphold the standards of 
business ethics and teach the 








investigate and find out the 
reason back of the present un- 
balanced and inharmonious 
conditions, and strive to bring 
about a more logical relation- 
ship and understanding among 
the trade. There is a very 
great need to reduce the over- _—— 


1. The Returned Goods Problem 
2. The Handling of Complaints 


3. Reverse Charges on Non-Profit- 
able Telephone Calls 


dealer against returns only to 
find that some other whole- 
saler overstepped the bounds 
of good reason and common 
sense and accepted the goods, 
thinking that perhaps he could 
get this customer’s business by 
(Turn to Page 94) 
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Wholesalers Acclaim 
OBBERS’ SALESMAN Plan’ 






as Vital Step Towards 





E. T. Rowland 


ELEGRAMS and letters of congratulation, glow- 
ing comments and pleas for a continuation of the 
talk flooded the offices of the editor as the eastern 
trip came to a close. In each city in which E. T. 
Rowland, marketing counsellor of THE JOBBER’s SALEs- 
MAN, presented the “New Plan for Market Determina- 
tion and Market Development,” he faced large and en- 
thusiastic audiences composed of leading wholesalers, 
manufacturers and their representatives. As he pro- 
ceeded on his trip it was discovered that word had been 
passed along by those having heard the Plan, and as a 
consequence, executives gathered from far and near to 
hear the story. It is doubtful if the staff itself, as confident 
as it was after its research work, in the practical value of 
the Plan, had any realization of the tremendous reception 
with which it 
would meet. 
The Plan itself 
is simply a pro- 
gram that sets 
forth the princi- 
ples of intensive 
selling, showing 
how easily, yet 
effectively they 
can be applied by 
wholesalers and 
manufac- 
turers working 
harmoniously 
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Detroit Wholesalers Gather to 
Hear the Plan 


PROFITS 


Over 1000 industry leaders who heard 
plan on eastern trip give it the highest 
praise and arrange to adopt its principles 

to their own business 


toward a common objective—greater profits. The first 
principle of intensive selling is to know your market. 
The second is a plan for selling that market. The pro- 
gram concentrates on these two points. 

The first reaction had was at Excelsior Springs, Mo., 
where the Missouri River Club, turning out in numbers 
far exceeding any meeting held in years, spent practi- 
cally all its time in praising and discussing the Plan. 
Every wholesaler present at that meeting heartily en- 
dorsed the movement. That was on April 14. 

A few days later in Chicago, it became more apparent 
that the Plan was meeting with unqualified acceptance 
when 125 wholesalers and manufacturers gathered in 
that city on April 24 to hear Mr. Rowland talk. Some 
idea of that meeting may be gathered from the opening 
remarks of F. R. Eisemann, secretary-treasurer of the 
Revere Electric Co., who acted as chairman. To quote 
Mr. Eisemann, “During the past 10 years I have served 
as chairman at countless meetings of wholesalers and 
manufacturers and I wish to say that this is the largest, 
most representative gathering of electrical wholesalers 
and manufacturers I have ever presided over in Chi- 
cago.” Again, every distributor present endorsed the 
Plan and pledged himself to adopt it to his territory. 

M oving on 
into Detroit, the 
glowing tributes 
continued. De- 
spite the fact 
that Detroit rep- 
resents amuch 
smaller trading 
area than Chica- 
go, 75 represen- 
tative wholesal- 
ers and manu- 
facturers not 
only from that 
city but also 
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from Toledo, Pontiac, Lansing, Saginaw and other cities 
in that territory were on hand to hear the Plan. There 
was not a wholesaler present who failed to endorse the 
Plan. Mr. Fife, in his introduction, stated, “I know we 
are to hear something to our advantage. A manufac- 
turer’s representative told me this morning that his 
home office instructed him to be present if he were 
within 100 miles of Detroit the date of the meeting.” 
After the meeting he was most flattering in his com- 
ments. 

On April 30, the Plan was presented to those located 
in Cleveland and its trading area. Here, David Aitken, 
manager of the electrical department, George Worth- 
ington Co., expressed the opinion of the large crowd 
when he stated, “In all my years of experience in the 
electrical industry, the Plan presented is the most con- 
structive so far offered the electrical wholesaler.” 

Pittsburgh was the next city in which the chart-talk 


Nearly 300 wholesalers and manufacturers attend meeting of 
E. E. W. A. at New York to hear the Plan 


audience left the meeting with, to quote several, “Food 
for thought.” 

After the meeting several were heard to discuss Bos- 
ton’s need for a strong jobbing organization that would 
offer protection against the cut price jobber and the 
unscrupulous direct-selling manufacturers who hinder 
the legitimate jobber in performing his duty to loyal 
manufacturers. 

Disproving the old theory that a prophet has no honor 
in his own country, E. T. Rowland presented THE 
JoBBer’s SALESMAN’s Plan to one of the largest crowds 
of electrical men ever assembled at a local meeting in 
Hartford, Conn., on May 8. 

As Mr. Rowland was for five years manager of the 
Southern New England Electric Co., Hartford, he was 
known as a personal friend by almost everyone of the 
75 attending the meeting. 

T. J. O’Brien, of the Hartford Electric Supply Co., 





was delivered and again the meeting was a repetition of acted as chairman. He later stated, “That was the most 


the former ones in enthusiasm. Every wholesaler in that 


territory was present and 
every wholesaler promised 
his wholehearted support 
to the program. 

The Mohawk Valley 
Club, gathered from every 
city in its section, to hear 
Mr. Rowland’s presenta- 
tion in Syracuse on the 
night of May 5. Nearly 
100 wholesalers and man- 
ufacturers were on hand 
when A. M. Little of the 
A. M. Little Co., presented 
the speaker. The whole- 
salers in this club were 
keenly interested in the 
story and 100% endorse- 
ment was the result of this 
particular meeting. 

Conservative Boston 
went radical in its approv- 
al of the Plan and the 
excellent manner in which 
it was presented by Mr. 
Rowland at the Statler 
Hotel, May 7. Profoundly 
impressed by kis explana- 
tion of the drastic cut in 
net profits suffered as the 
result of a one per cent 
cut in the selling price, the 
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Interesting Comments on Plan 


“THE JOBBER’S SALESMAN has given us an en- 
tirely different picture of the industry and its prob- 
lems which could not be obtained in any other way. 
Personally, I endorse the Plan and will apply its prin- 
ciples to my territory.” C. Phillips Hill, President, 
Doubleday-Hill Electric Co., Washington, D. C. 
“The most detailed Plan ever brought forcibly to the 
attention of the wholesalers.”” N. Gertler, President, 
Gertler Electric Co., New York. 

“Your Plan is very complete and practical. It will be 
thoroughly studied by our company.” T. H. Lewis, 
Vice-President, Elliott-Lewis Electric Co., Philadelphia. 
“The most complete, concise and workable Plan yet 
brought to my attention. Shall certainly use it to its 
fullest possibilities.” L. A. Coleman, Graybar Electric 
Co., Washington, D. C. 

“We adopted suggestions in this Plan at the start of 
appearance of articles in THE JOBBER’S SALES- 
MAN. Results have been in excess of expectation 
and I am an enthusiastic booster of the entire Plan.” 
J.T. Ridgeway, manager, Westinghouse Electric Sup- 
ply Co., Baltimore. 

“This Plan when put into action should be the ulti- 
mate salvation of the jobber who has foresight.”’ F. J. 
McCarthy, sales manager, M. W. Vye Co., Inc., Bos- 
ton. 

“It is a marvelous presentation of our problems and 
the solution to them.” F. R. Eisemann, secretary- 
treasurer, Revere Electric Co., Chicago. 

“If a fellow wants to know where he is going you 
have the road map. Your charts are most illuminat- 
ing.’ A. J. McGivern, local manager, Manhattan 
Electrical Supply Co., Inc., Chicago. 











constructive meeting I ever attended.” Praise for the 


Plan was heard on every 
side at the close of the 
talk. 

At the urgent invitation 
of the Electric League of 
Rhode Island, Mr. Row- 
land gave the Plan talk to 
the Rhode Island whole- 
salers on Monday, May 
11. Despite the fact that 
this meeting was not on 
the regular schedule, it 
was one of the best at- 
tended of them all and re- 
sulted in not only every 
man present endorsing the 
Plan, but each came for- 
ward with individual con- 
gratulations and expres- 
sions of approval. 

Over 300 wholesalers 
and manufacturers filled 
the Salle Moderne Room 
at the Pennsylvania Hotel 
on the evening of May 12, 
the Eastern Electrical 
Wholesalers Association 
calling a special meeting 
to hear the Plan. Julian 
Hawks, managing director 
of the association, pre- 

(Turn to page 110 
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How Systematic Planning 
HELPS US BUILD 






BUSINESS 


An Interview with 


Joun T. MorGAN 


Secretary-Sales Manager, Charleston Electrical Supply Co. 
BY WALTER HOLMES 





John T. Morgan 


HE business of merchandising today is consid- 
erably like army maneuvers. First, careful plan- 
ning is necessary in order to place the men before 
their objective with a minimum waste of time. Second, 
one must carefully study the obstacles and correctly 
gauge the resistance to be encountered. In estimating 
the resistance, or in our case figuring quotas we have 
a system of our own. First, we secure from the Pub- 
lic Service Commission 
the number of wired 
homes in the states we 
cover. Then the percent- 
age of wired homes per 
population as shown by 
government census fig- 
ures. 

Next we learn the 
number of homes al- 
ready having, say, re- 
frigerators, if that is the 
item on which we wish 


to set a quota. Also 
the number of units 
which authorities  esti- 


mate will be sold during 
the coming year. These 
figures are arrived at by 
taking the number sold 
during each of the last 
few years, noting the 
volume last year and 
the trend. These and 
other factors allow them 
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C. D. Peck, President, 
Charleston Electrical Supply Co., 
Charleston, W. Va. 








What is the shortest route to use in covering the 
territory? 

Which dealers should the salesman sell and which 
should he avoid? 

How many refrigerators and other major ap- 
pliances should be sold in each salesman’s terri- 
tory? 

These and other questions are answered for the 
salesman through systematic planning. 








to form a very accurate estimate of the possibilities. 

These figures we localize to our own territory. This 
information is not only valuable to us in setting quotas 
for our sales force, but also helps us with sales appeals 
for our direct mail advertising. In one mailing to deal- 
ers we used quota figures as follows on the first page 
of a circular: “Large Potential Market for Electric 
Refrigerators Offers Profit to the Dealer.” 

Yearly sales of electric refrigerators for the home 
have grown from 4,000 in 1921 to 770,000 in 1930. The 
potential market is the number of wired homes, of 
which there are 20,438,774 in the United States, 
and only 3,000,000 of 
these now have electric 
refrigerators. That 
leaves 17,438,774 poten- 
tial buyers. 

It is estimated that 
5.7% of these prospec- 
tive buyers will be sold 
in 1931. That means the 
sale of 1,000,000 electric 
refrigerators this year. 

In West Virginia we 
find an average of 77 
wired homes without re- 
frigerators to every 1100 
people. What a poten- 
tial market!! What a 
real chance for profit for 
the dealer in 1931!! 

In another mailing 
broadside we take ad- 
vantage of this peculiar 
set of figures to run a 
heading: “77-1100, A 
New ‘Natural’ That Of- 
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fers a Profit To You.” This 
is illustrated with a son of 
Africa gayly tossing a pair 
of dice on the ground. 

We believe too in send- 
ing return collect post cards 
with our advertising. Not 
that we expect any big or- 
ders or even a great many 
requests for further infor- 
mation but return cards are 
the best method we have 
found for checking the ef- 
fectiveness of advertising. 

Continuing with our pol- 
icy of planned sales activi- 
ties we use a map to study 
conditions and dealer op- 
portunities in the various 
sections of our territory. 
We do not believe, how- 
ever, that just quotas may 
be set by drawing a circle 
around a certain radius or dividing up a territory from 
anything but a road map. It is not square miles but 
inhabitants and their location that counts in selling. 
Some sections are dependent upon certain industries for 
their prosperity and the sales of any product will be af- 
fected by conditions in that industry. 

We have found too that concentrating sales efforts 
in certain sections is profitable. For instance, we are 
working hard to build business along the river towns and 
feel that we can extend much further along the river 
than in other directions. Freight rates are much less 
by water and breakage in transit is almost rare. 

In mapping out the salesman’s route we have been 
able to reduce mileage traveled as well as to lay out 





First 

row, left to right: D. A. Ensign; C. B. Johnson; B. R. 

Williamson; N. P. Katlett. Back row, left to right: S. S. 

Wilson; E. H. Robertson, Jr.; C. J. Robertson; E. K. 
Hayes; J. M. Long, and W. L. Chamber 
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Salesmen of the Charleston Electrical Supply Co. 





A. F. Beck, General Manager 
Charleston Electrical Supply Co. 


the territory in such a way 
that the salesman travels in 
a loop. In this way the 
salesman never loses time 
or does not have to dou- 
ble back on territory he 
has already covered. 

The map too helps us in 
getting a true picture of 
our dealer outlets. We 
place tacks in territories 
where we have dealers and 


then consider the remain- 
ing area. Taking a map, 
we look over the towns 
where we would like to 
have dealers. If there is 
only one good electrical 


dealer in the town and he 
is hopelessly tied up with 
another line we then con- 
sider such other outlets as 
available and_ their 
financial rating. These we approach with our story. 

Any information we obtain is turned over to the sales- 
man who then goes out to find some outlet for major 
appliances. It may be a music store, hardware store, 


are 





Quota charts and maps are in the office of the president 
to keep him constantly posted on progress of the sales- 
men and credit conditions in the territories 


drug store or what not. The main thing is to find a man 
with a good credit rating who is progressive. Should 
the salesman fail to find a dealer the specialty man is 
sent out into the territory to secure a dealer. 
Refrigerator business is growing by leaps and bounds, 
and it is easier to secure good dealers for that than it 
was for radios. There are more logical outlets. The 
radio dealer is not averse to handling the item as it goes 
best in the spring when radio (Turn to Page 108) 
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By J. B. JOHNSON 


Salesman, Swords Electric Co. 
Rockford, Til. 


EFORE discussing indus- 
trial selling it is necessary 
to mention the position 

and attitude of the plant execu- 
tive. His job is taking raw ma- 
terial and converting it into fin- 
ished products in competition 
with others in the same line—no 
one has a monopoly these days. 
He needs goods from the dis- 
tributor, both for use in his 
product and for the making of 
that product. 

Whatever the goods may be, 
he is forced to choose between a 
number of makes, and his success 
depends upon the wisdom of his 
choice. For this reason he is 
more interested in actuality and 
practice than any other buyer. 
Theory means nothing to him unless backed by proof 
through application or demonstration. 

In meeting this demand for “brass-tack” selling I 
have found that samples, catalogs and demonstrator out- 
fits are invaluable. Putting the article in a man’s hands 
or before his eyes will focus his mind on the application 
and the benefit to be derived instead of the back of his 
head being cluttered up with questions. 

Of course, everything cannot be sold in this way but 
I carry it out to the limit of my ability to pack important 
items around. The sample always comes into play where 
it is a new article or special or where a large installa- 
tion is involved. 

If the item is too big to transport conveniently I al- 
ways try to get the prospect into the store. Just the 
other day I was trying to sell a grinder to a buyer who 
had in mind one costing $40.00. When the matter was 
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T Sell 
NDUSTRIA 


with 





By means of this sample the salesman 
can show the application of this switch 
with the tool it is to serve. 







SAMPLES 


Putting an article into a man’s hands or 
placing it before him focuses his mind on 
its application and desirability 


about to be tabled for a few days 
I urged him to call and see our 
stock. The result was the imme- 
diate sale of a_ grinder for 
$250.00 instead of a delayed 
transaction of much smaller 
size. 

Another case of this kind is 
one on which I worked with Mr. 
Donahoe, a fellow-salesman. The 
customer was in the market for 
a 10 HP motor. In order to 
prove several points conclusively 
we got him into the store where 
he could compare the machines. 
By this means we were able to 
sell him a 15 HP motor instead 
of the smaller one. 





This portable electric saw was demonstrated and then 
left with the men who actually needed it so they could 
test it thoroughly. 
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The showing of a sample always does some good, 
even though an order is not placed on the spot. Some 
time ago I showed a little Neon pilot light to an in- 
dustrial superintendent, but he could not find an ap- 
plication for it at the time, nor has he as yet been able 
to use it. However, his being sold on it resulted in his 
sending us half-a-dozen customers, and he eventually 
will buy them himself. 

Since it is not always possible to close the sale as soon 
as the demonstration is ended, I have found it very 
good business to leave the article with the plant men 
for further investigation. This gives them a chance 
to experiment at leisure under actual working con- 
ditions. 

I remember going out with a little grinder and show- 
ing it to the purchasing agent of a certain plant. He 
liked it but saw no immediate use for it. I asked for per- 
mission to show it to the grinding room foreman. He 
also liked it but was equally doubtful as to buying it. 
I then said I would leave it for them to try on the 
next small grinding operation. When I called for it 
several days later they wouldn’t give it up. Leaving 
this sample not only made a sale but furnished a wedge 
to use with other buyers. 

Sometimes the seed planted 
when the tool is left does not 
blossom until later. In another 
plant I left a much larger grinder 
costing $275.00 for which there 
seemed to be no immediate sale. 
And when I picked it up the next 
week the situation was un- 
changed—they liked it but did 
not buy. Ten days later, how- 
ever, I received the order and 
learned that the lathe men 
wanted the grinder enough to re- 
quest it. 

The showing of samples and 
allowing a trial is especially valu- 
able in selling industrial light- 
ing. When this equipment is ac- 
tually up and working there is no 
doubt or guess-work. In one 
plant I sent out 12 different units 
for trial in different parts of the 





Samples, catalogs and demonstrator outfits are invaluable 
and should be carried in the car 
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An entire line of special and heavy 
duty plugs is being shown here 


factory. After noting 
the effect for several 
days they gave me an 
initial order for 196 
units and the final 
number sold was 270, 
all the result of dem- 
onstration. 

In another case I 
found a plant where 
three competitive units 
were installed for 
trial. I had ours in- 
stalled, saying nothing 
about the rival units 
at all — but merely 
seeking the same 
chance. This demon- 
stration brought us a 
total of $2000.00 
worth of units. 

The idea is to push 
home the demonstra- 
tion and sales story 





A. H. Zanger 


City Industrial Salesman 


regardless of when the prospect 
thinks he will actually be ready 
to buy. One of the largest elec- 
trical devices I have carried 
around is a portable saw weigh- 
ing 60 pounds boxed. I not only 
demonstrated it, but left it a 
week. The men most concerned 
all had a chance to use it and 
pass on it. The fact that they 
approved it will prove valuable 
when the order is placed. 

In seeking a chance to show 
samples to the engineers, fore- 
men, and mechanics, there is an 
important angle which cannot be 
overlooked. I always get permis- 
sion from the office and find it 
pays. The purchasing depart- 
ment is only too glad to sanction 
legitimate demonstrations but 
they like to know about it. 

I find I am better prepared 
mentally to present an item when 
[ am in the clear with the consent of the office. For in- 
stance, I had a new fitting I was anxious to show to 
a superintendent. I had already been in the office and 
could have shown him the article hurriedly without 
mentioning it to the purchasing department. But with 
permission to see him I was able to take a reasonable 
amount of time and present the product thoroughly 
instead of hastily. 

I carry an unusual number of catalogs for the same 
reason that I bear down on the showing of samples—to 
bring the information closer to the customer. Of course 
I do not lug them all into a plant, but they are handy 
when a different line or device comes under discussion. 
Through the use of all these catalogs I am able to settle 
many things on the spot which would otherwise be de- 
layed. 

As to the general methods of salesmanship in work- 
ing with industrials, this house (Turn to Page 111) 
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Electrical Contractors at 


25% GROSS PROFTT 








Case Study No. 6 








HE wholesaler covered by 

| this month’s case study 
has successfully concen- 
trated his efforts on the electrical 
contractor market. About 12 
years ago two ambitious young 
wiremen formed a partnership 
and started an electrical contract- 
ing business. Five years later 
they gave up contracting and be- 
came 100% electrical wholesal- 


ers and, it was only natural they devoted their sales 
efforts to the field where they had received their elec- 
trical training, the electrical contractors market. 


spite of the fact that 
their territory is served 
by an unusually large 
number of electrical 
wholesalers, they have 
become one of the lead- 
ing houses in their trad- 


ing area in the short 
space of seven years. 
Had they attempted to 


spread out their sales ef- 
forts to reach all classes 
of trade, it is doubtful if 
they would have achieved 
anything like their pres- 
ent success. 

The organization of 
this wholesaler consists 
of 17 employes including 
both partners, four out- 
side salesmen and two 
inside salesmen. As the 
territory served includes 
a large number of small 
cities and towns, one 
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Volume of Sales..........-. $281,000 
Size of Territory... res -8000 sq. mil z 
Population of Territory... 


Character of Busines 
Contractor .+ 72%. ‘Industrial oes 
Retail Dealers.10% Operating Dept.1% 


Central SBept 2% Comm’ a, = 


Mdse. Dept.. 




















Type of Wholesaler Covered by Study 
apply to the business 


In 


men is employed. 


SELLING 


INTEREST 
& LOSSES 


16.1% 





How Operating Expenses Are Divided 






man covers the city territory and 
three have country territories. 
The city salesman developed a 
sales volume of $100,000 last 
year and its country salesmen 
averaged $65,000. A larger sales 
volume is necessary to support 
the city salesmen because of free 
delivery service within the city 
limits. This delivery ex- 
pense, of course, does not 
of the three country salesmen. 


A very simple and fair method of compensating sales- 
Each man is paid a straight salary 


and is furnished with an 


automobile, either a 
Chevrolet or a _ Ford. 
Separate accounts are 


kept for each man. All 
sales tickets are costed so 
that an actual record of 
the gross profits per 
salesman is secured, the 
traveling and automobile 
expenses of each sales- 
man charged against his 
gross profits. At the 
end of the year each 
man receives as a bonus 
a percentage of the net 
profits on his own busi- 
ness. 

Monthly sales meet- 
ings are held at which a 
talk is given by one of 
the partners, followed by 
a general discussion 
which includes a review 
of the current issues of 
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MAN. Both counter-men, 1. ot” rent ing novelties. 
the warehouse manager Total Sales Rate (%) Wiring supplies lead 
and his assistant are al- ee in volume of sales fol- 
ways present at these Appliances S - 7 _64 Zs lowed by lighting fix- 
meetings, and everyone sLatipe 22 Ad, 72 17 tures, radio and appli- 
is encouraged to offer Lighting Heinen 232 50 ances in the order named. 
—, : ‘Radio - = a S107. \-- 25 Radio, however, was dis- 
ontests are frequent- . continued during the 
ly held among i a Wiring Materials __ 50.8 16 year. , 
men. One of those held Total 100.0 An unusually large and 
last year was a collection Average . 25.2 complete display of light- 
instead of a sales contest. ing fixtures is main- 





Two prizes, one of $25.00 
and one of $15.00, were 
offered for the best rec- 
ord in collecting accounts over 60 days old. As a re- 
sult of this cortest, overdue accounts totalling $18,000 
were collected. The salesmen, however, do not regu- 
larly make collections except in the case of certain 
accounts and in the case of past due accounts. 

The salesmen average eight calls a day. The city 
salesmen sees some customers every week and others 
every two weeks. The country salesmen cover their 
territories every three weeks. ‘The partner who acts 
as sales manager spends three months alone in the field 
each year, contacting all accounts. 

Like all wholesalers serving an outlying territory, this 
house has been faced with the problem of reversed tele- 
phone calls by out-of-town customers. In order to re- 
duce this item of overhead expense which was assum- 
ing dangerous proportions, the policy was adopted of 
charging back to the cus- 
tomer the cost of such 
calls wherever an order 


Breakdown of Sales by Commodities 


tained on the second 
floor. The display room 
runs the entire length of 
the building and alcoves have been made into suites 
along both sides. A unique arrangement of circuits 
allows companion fixtures to be lighted at the same time. 
An exclusive distributor’s franchise is held on several 
leading makes of lighting fixtures. 

The trade makes good use of this display room and 
offers no objection to the 10% service charge which 
applies to sales made in it to their customers. In all 
cases, one of the two inside salesmen assists the con- 
tractor in showing the fixtures and in closing the sale. 
It has been found that larger orders can be secured in 
this way, because the wholesaler’s man is much more 
familiar with the line than is the contractor. 

When asked what assistance he expected from his 
manufacturers’ representatives this wholesaler replied, 
“We believe they should sell our men on their lines, 
travel with our men oc- 
casionally to show them 
how to sell the line, sug- 








was not placed which 
justified the expense of 


_ STATEMENT OF OPERATING EXPENSES 


gest to us new outlets for 
their merchandise and 











- —_ As : result of ADMINISTRATIVE —_ on = 
ak ony Ory ane a 1. Executive Salaries and Bepeasiss =: 4.9% ernest 
count was lost. The sav- 2. Office Salaries....... Mer AZ been selected because of 
ings which were affected 3. General Office Expense their personality, appear- 
ey snteib times the (a) Postage Chere eeaws eres sassecsesese 0.2 7.72 ance eamanad ‘ae 
= uy (b) Stationery and Supplies bcacksiscey: 0.4 , ' : 
loss of this account. (c) Telephone and Telegraph.......... 0.3 edge and experience. 
Established resale price (d) Maint., Repairs and Depreciation. . + Two have had actual ex- 
schedules are seldom vio- 4, Legal and Collection Expense......... . perience as wiremen and 
lated and then only when WAREHOUSE two are technical gradu- 
necessary to meet com- 5. Heat, Light, Water & Power......... 0.2% ates. 
petition. Orders for di- 6. Repairs and Depreciation ee 0.1 4 7% The contractor’s busi- 
t shipments from fac- 7. (a) Boxing and Packing.............. 0.1 ° ciate gil tiie “Dadiaiaie: Dae 
pein teh haiean (b) Delivery Expense........:.0-+..+. 0.7 " geodon 
tory to customer are not 8. Store and Warehouse Salaries......... 3.6 been developed by con- 
accepted unless they SALES centrating on a selected 
show at least 5% gross : group of accounts. As 
9. Advertising, Donations, etc..........-- 0.3% ae. F . 
profit and all warehouse 10. Silcemen’s o a result, between 50 and 
shipments must show a (a) Salaries and Commissioris......... 32 | 6.6% 60 electrical contractors 
minimum gross profit of (b) Traveling Expenses “ a 13 are now giving this 


15%. These policies to- 


(c) Auto Expenses & Depreciation... 1.8 


wholesaler practically all 





gether with a large fix- 


FIXED CHARGES 


their business. The sales- 














ture business are re- 11. Rent and Other Real Estate Charges.. 1.4% 2.1% men not only work close- 
sponsible for the unusu- 12. rcs Taxes....--. eyarees ates acer Me ly with these accounts, 
ally high gross profit rate ee - but the partners also 
of 25% which this house OTHER EXPENSES keep personal contact 
secured last year. 14. Interest on Capital and Borrowed Funds 2.1% 4.1% and stand ready to carry 

: 15. Loss from Bad Debts.............+<-: 2.0 si tiesto apameees 


Publicity used by this 














wholesaler consists of a 
fixture catalog, calendars 
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Breakdown of 25.2% Overhead 





wherever his funds are 
(Turn to Page 96) 
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MEN YOU SHOULD KNOW 


David Aitken 


Manager, Electrical Department 
The Geo. Worthington Co., 
Cleveland 


N THE World War there was 
| brought into use an instrument 
of such value that its uncanny 
precision was often responsible for 
local victories by giving the Yank 
patrons undisputed control of “No 
Man’s Land.” It was the prismatic 
compass, with a luminous dial and 
two hands. By selecting a point in 
the enemy line in the daytime, and 
locking one hand of the compass, it 
was possible for a raiding party to 
set out in the dead of night and 
arrive at the exact spot selected by 
constantly consulting the compass. 
There were no prismatic com- 
passes when David Aitken was a 
youth, but it can be truly said that 
he set a course and a goal for him- 
self at the beginning of his business 
life, and that he never swerved from 
the path or lost his bearings until 
he reached that goal. He made up 
his mind that, somewhere, some time, 
he would be a respected business 
man with a family of which he could 
be proud, and he knew that the only 
way he could accomplish his pur- 
pose was to execute each piece of 
work entrusted to him in such a 
manner as to win the respect and 
approbation of his employers, who- 
ever they might be. 

This singleness of purpose was 
undoubtedly the greatest factor in 
helping him to overcome heartbreak- 
ing handicaps which faced him al- 
most from the cradle. Though the 
goal was obscured by the clouds of 
adversity, it was never forgotten, 
and while the promised land seemed 
far away, he never doubted that it 
was awaiting him, or that he would 
eventually reach it. 

Mr. Aitken was born in Toronto, 
Ontario, on February 16, 1874—the 
year after the big panic in business 
and financial circles which only the 
veterans can remember, remaining 
there until he was 23 years old. 
When he was only six, Fate placed 


20 






He Sticks to His Last 


Singleness of purpose and an unswerv- 


him in that position 
which only those who 
have occupied it can 
visualize—both his par- 
ents died, leaving sev- 
eral children. 

Those were the days 
of apprenticeship or in- 
dentures, and David, 
from the time he was 
11 he was assigned to 
farm work with the 
the Robinson brothers. 
After spending some 
time with one brother, 
he was transferred to another, who 
happened to be in the farm imple- 
ment agency business. While there, 
one Draper, of the Wortman and 
Ward Co., London, Ontario, made 
regular calls to sell Robinson and to 
help him drum up business. Although 
David had no inkling of it, Draper 
noticed his industry, anxiety to learn 
and the quality of his work. 

Another transfer sent young Ait- 
ken to two other Robinson brothers 
on a different farm. He was very 
much surprised some time later to 
receive a kind and complimentary 
letter from Draper, offering him a 
job with the Wortman and Ward 
Co., provided he legitimately secure 
his release from the Robinsons. This 
proved impossible, as the brothers 
had found the boy too satisfactory 
to let go, but the offer was the spark 
that kindled his ambition to spend 
his life in business.and not on a 
farm. 

N’ sooner was his term of appren- 

ticeship ended than he secured 
a job as store clerk with the Endi- 
cott Bros. Co., who operated a “de- 
partmental” or general store, selling 
a variety of goods and accepting 
produce in payment for a part of it. 
He remained there four years, learn- 
ing much about selling. He was 
now 23 and when the gold boom 
broke he was a ready victim for the 


ing attack on the objective to be reached 
constitute the dominant characteristics of 
David Aitken, Sr. This applies to a whole 
year’s campaign or to the transaction of the 
hour—he cannot be sidetracked by smoke- 
screens or side issues. This thread of direct- 
ness and the vigorous carrying out of all 
necessary plans runs through his life story 
from the time when he faced life from 
scratch under top weight to the present, 
when he could rest on his laurels but will 


not do so. 


fever which sent thousands scurry- 
ing towards Alaska. 

AVID had fully made up his mind 

to travel to Nome, but got only 
as far as Rat Portage, Ontario, where 
he took a job unloading, checking in 
and distributing supplies and provi- 
sions for the departing miners. He 
only stayed there a short time when 
his experience landed him a better 
job at Keewatin, Ontario, in a gen- 
eral store. There were lots of flour 
mills there and the store catered to 
large numbers of Indians and half- 
breeds, who brought in furs. Aitken 
had to pick up enough of the Indian 
lingo to know their names for vari- 
ous commodities and learned so well 
that he can still rattle off the names 
and trading conversation. 

While at this place he received a 
telegram from one of his cousins, 
Alexander N. Aitken, who was 
storekeeper for the construction and 
supply department of the Edison 
County Light and Power Co., in 
Erie, Pa. The wire stated that the 

(Turn to Page 94) 
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OOSTING SALES by 


ene the daily rounds more money for your house and 
and inquiringastowhether for yourself by spending your 
anything is needed may get you time selling the more profitable 
some orders for small staple lines. 

items. But your sales manager is Union-Gem-Jefferson prod- 
more concerned with selling the ucts always have been good 
large-profit items. You can margin items... products with 
readily realize that youcan make a wide reputation and ready 





























ALWAYS A GOOD SELLER 


The knife-blade type Union Re- 
newable Fuse continues to gain in 


A GOOD SALES OPENER 


The new ferrule type Union Re- 
newable Fuse gives you something 














to talk about... as a sales opener. 
Users who have seen this fuse declare 
it to be the simplest, most practical 
and easiest to renew of all ferrule 
type fuses. It has but three parts... 
two end caps and casing... besides 
the link. No loose washers or end 
plugs to drop out or lose. Venting is 
through end caps... not the threads. 
Links are supplied bent at oneend... 
automatic length adjustment and 
perfect fit... are rounded at ends for 
quick insertion. Read up on these 
and other features of this new fuse 
and carry a sample for demonstra- 
tion. Sales and good margin profits 
will be your reward. 





Gem Plug Fuses 


The element visible 
through the large o - 
ing makes it possible to 
see at a glance whether 
the fuse is blown. A 
steady seller anda 
good fill-in. 


popularity because of its features of 
superiority which insure easier, 
quicker renewals and lower yearly 
fuse costs. A demonstration of the 
ease and simplicity of renewing the 
link when a fuse blows, a few words 
about the exclusive method of vent- 
ing through the fibre, and the rug- 
ged construction will get many new 
customers for you. It’s a good fol- 
low-up after the new ferrule type 
fuse and brings a good margin of 
profit. Your biggest and best market 
is the industrial field. Work it hard. 


UNION FUSES 


FERRULE TYPE 


KNIFE-BLADE 


UNION - GEM 
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PUSHING Prorit ITEMS 


acceptance throughout the elec- 
trical field. Their exclusive 
features of design and construc- 
tion save time and money for 
users. Salesmen who explain 
these advantages and use Union- 
Gem-Jefferson products as a 
sales opener strike a high aver- 


age of sales... in addition to 


’ their usual run of business. Here 


are some of the good-margin 
profit items to read up on... 
and push. Catalog No. 34 on 
request... The Jefferson Electric 
Company, 1519 W. 15th Street, 
Chicago, III. 




















RINGING UP PROFITS 


The Jefferson Nucode Trans- 
former is easy to sell. It appeals to 
contractors because its use saves 
time, labor and material. The trans- 


former and drop light are quickly § 


installed on one box... saving con- 
duit, one box, and the time for in- 
stalling extras. The Nucode fits 
round, square or octagon outlet 
boxes ... eliminating the necessity 
of carrying various sizes in stock. 
Nucode is designed for economical 
operation of bells, buzzers, door 
openers and annunciators in resi- 
dences and small flat buildings and 
is listed as standard by the Under- 
writers’ Laboratories. 








The Jefferson line of 
bell-ringing and signal 
transformers is de- 
signed to meet every 
requirement from the 
single door bell type to 


the complicated bell 
and signal system of 
large buildings and in- 
dustrial plants. 





NEW JEFFERSON TOY 
TRANSFORMER 


There is always demand for im- 
proved merchandise. The new 
Jefferson brings that stimulation to 
toy transformer sales. Instead of 
the old lever on a dial for advanc- 
ing voltage, the new Jefferson has a 
sliding arrowhead on top of case. 
This improved construction per- 
mits electrical contacts to be en- 
closed within the case, makes oper- 
ation safer, free from dust and dirt, 
giving longer life. Contacts are 

sitive for the life of the trans- 
ormer. Four models operate any 
electrical toy and every Jefferson 
Transformer is plainly labeled on 
carton as to the makes and models 
of toys it will operate. 


JEFFERSON 


BELL TRANSFORMERS 


TOY TRANSFORMERS 


JEFFERSON 
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No. 7410 No. 7210 





2-3 and’4 Wire 
Flush Receptacles Mounted in 3 1/4 and 4 in. Box Covers 


No. 7417 No. 7517 No. 7217 














4 Wire Connector 3 Wire Connector 2 Wire Connector 


No. 7411 7413 7311 7313 7101 7102 


4 Wire Motor Plug 
3 Wire Motor Plug 


2 Wire Motor Plug Flush Motor 
agees 


No. 7413 7415 7313 7318 7101 7191 7101 8808 


.... Provide 





Siubbett I 


Si 


— Lock-Fast C in 


Pa 


1. Plug in- 
Hubbell Twist-locks. provide the accur 


tion with the flexibility and convenien 
protect the user against Selele ae tele Mitr: 
Paweltbate (xem 


RESAI 
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COMMER 


Every hotel, theatre, office building, store. 


restaurant, hospital, wherever portable 


equipment, such as vacuum cleaners, floor 


INDUSTI 


Continuous, uninterrupted service, a lock- 
fast connection that is impervious to kicks, 
jerks, vibration and hard usage, spells in- 
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tors and receptacles in the installation of 
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lwist-LocRS 


Separable 
mectton........ GO AFTER BUSINESS 


IN THESE MARKETS 





S ge 8 Beh 
3.Theyre locked! No. 7410 Electrical Contractors 
7310 Factory Maintenance Engineers 
Offices, Factories, Hotels, Hospitals, 


— 
nd security of a direct electrical connec- 7210 S . 
: teamships. 


a separable connection. Twist-locks 


d by being properly polarized and 


ARKET 


ing machine dealers. Every one of them 
offers you an opportunity for immediate No. 7417 Same as 7410—7310 and 7210 but 
business on Hubbell **Twist-locks.”’ 7517 mounted on 37/4 and 4 in. iron 


MARKET 


7217 box covers for factory work. 


scrubbers, office appliances are used, will 
appreciate you telling them and _ selling 
them Hubbell ‘‘Twistlock’’ devices. 


MARKET 


Grete Me oluexeltCaelenmetere Muse ltrae Mel elae laters 
costs to the manufacturer. This oppor- 


: For all places in office, factory or 
tunity should not be missed. 


home where a permanent yet quick 


MARKET detachable connector is required. 


radios, refrigerators, ranges, electric clocks 
and washing machines. A sale will mean a 
Nounttelaetamettidelss (ame leteme manta ste e 


BBELL, INC. No. 7413 


7415 For Motors and all devices where it 


7313 is desirable to disconnect at device 
7318 itself. 


CONNECTICUT 7101 


'-lock Devices 


No. 7101 For 2—3—4 Wire connectors where 
8808 flush mounting is required. 
SINDING 
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SELL ELECTRICAL EQUIPMENT to INDUSTRIES 
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Here Is a New Field for Pictures in this section through 
Lightin the courtesy of: Ilg Electric Ven- 
9 J tilating Co.; Trumbull Electric 

A new safety device at sea is 


Mfg. Co.; Wiremold Co. 
the flood-lighting of ship funnels. 
The illumination of the Canadian 
Pacific liner “Empress of Brit- 
ain” makes the funnels visible an 
hour before the ship itself comes 
into view. 












Ventilating Dairies 

The proper ventilation of 

dairies is obviously most essen- 

tial. These roof ventilators are 

installed on the Dairy Industry 

Bldg., Iowa State College, Ames, 
Ta. 


Switches in Tipple Plant 


This modern tipple and clean- 
ing plant of the Carbon Fuel Co., 
Carbon, W. Va., is completely 
equipped with safety switches in 
its cleaning system. 
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A Message to All 
Lighting Men About the 











GOLDEN ARMORED 


-RAY Reflectors are now being manufactured in a new 
color instead of the old familiar green. This change has 
mm been made to give the reflector a more modern appearance and 
also to permit the production of a better reflecting surface. 


As a reminder of its extraordinary quality of permanence un- 
der the most severe and unusual service, the new X-Ray 


Reflector will be described as “GOLDEN ARMORED” — 
thus indicating both its color and its durability. 


To the many superior merits which have made X-Ray Reflectors 
“standard equipment throughout thirty-five years of continuous 
manufacture, is now added an improved efficiency, stability 
and individuality. 


That the new features have already been favorably received, is evi- 
denced by many comments in our recent mail, such as: 





“llt looks fine.” ‘‘A better looking reflector.” 
"The gold and silver appearance looks good to me.” 
‘More than pleased with the improvement—the silver appears much brighter.”’ 


‘Curtis Lighting, Inc. has again shown its usual progressiveness.” 
¢ ¢ 6 ¢@6hUc }Hm™h—C<C OH 


Guarantee Of the 97 current styles and types of X-Ray Reflectors, all 
of the more popular—those in every day demand—are now 
Asalways in the past, available in “GOLDEN ARMOR.”. 


X-Ray Reflectors con- 
tinue to be guaranteed MANUFACTURED BY 


to give perfect service 
and complete satisfac- 


tion, regardless of the ¢€ . L . 4 . 
date of purchasel urtis ig ting, we... 

NEW YORK 1123 West Jackson Blvd. Engineers in the 
230 Park Avenue CHICAGO Principal Cities 
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Surface Metal Raceway Installation 

Proper lighting is most essential in a 
hosiery plant because of the great num- 
ber of small machines requiring close 
supervision. This installation of sur- 
face metal raceway and correct lighting 
is in the plant of the Propper Silk 
Hosiery Co., Long Island City, N. Y. 
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eh 
Per er LA id he 


Ventilation in “Dark 
Rooms” 
Ventilation in “Dark 
Rooms” is most essential be- 
cause of the acids. This par- 
ticular installation was made 
in one of the 11 ‘‘ Dark 
Rooms” of the Hutchinson 
Memorial Bldg., Tulane Uni- 
versity, New Orleans. 
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The @ idea of installing good wir- 
ing products and making an honest 
profit on an honest job has guided 
many now successful contractors 
to. becoming good business men. 
@ Panelboards—standardized 
unit construction — fine in quality, 
and always the “Sign of a Better 
Job,” are the heart of good wiring. 

As an aid te success remember to use 

® Service, There is an experienced. 


able man azar you for co-operation on 
panethourd and mrtchhoard problems 


Frank Sa 


ELECTRIC COMPANY 


ST. L0oUrs 





M the beginning of profit Ii 


for many contractors 


















Mainteng ting 
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This advertising is 
to help you make sales 


The power of consistent, effective advertising of @ 
Panelboards has built their reputation in the minds 
of your customers and prospects to create profitable 
sales for you. Years of continuous effort has made 


€ the best known panelboard in America—known 


Ask the @ man for his able, efficient help and watch your commissions grow 











for dependable quality, lifetime service, safety, and 
freedom from maintenance. Read all the € adver- 
tisements and @ literature. They are text books on 
panelboard selling. When you sell the panelboards 
on a job the order for staples usually goes with them. 











Atlanta, Ga. 
L. A. Crow, 
64 Cone St., N. W. 


Baltimore, Md. 


Wolfe-Mann Mfg. Co., 


312 S. Hanover St. 
Boston, Mass. 
}; i Cassidy, 
31 Congress St. 
Buffalo, N. Y. 


Ralph E. Jones. 
137 Saranac Ave. 


Arank Adam 


ELECTRIC COMPANY 


Chicago, Ill. 
Major Equipment Co., 


Inc., 
4603 Fullerton Ave. 


Cigaipaet. Ohio 
F. Schurig, 
ios East Pearl St. 


Cleveland, Ohio 
Frank Reske, 
684 The Arcade 


Dales. Texas 
. Wakefield, 
isia Allen Bldg. 


Detroit, Mich. 
. H. Norton, 
2683 Wabash Ave. 
Kansas City, Mo. 
Robert Baker, 
19 E. 14th St. 
Los Angeles, Calif. 


E. Zinsmeyer, 
1127 S. Wall St- 


ST. LOUIS 


Memphis, Tenn. 
C. B. Rutledge, 
203 Monroe Ave. 


Minneapolis, Minn. 
Leo. H. Cooper, 
422 Builders’ Ex. Bldg. 
New Orleans, La. 
w. Keller 
203 Natches Bldg. 
Magazine&NatchezSts. 


New York 
Fred G. Kraut, 
419 W. 54th St. 
New York City 
Omaha, Nebr. 
J. Fleming, 
213 S. 12th St. 


Orlando, Florida 

F. W. Knoeppel, 

705 Lake Adair Blvd. 
Philadelphia, Pa. 


W. A. MacAvoy, Jr., 
244 North 10th St. 


Pittsburgh, 
Wm. A. oe. Jr., 
Dist. Mgr. 
R. E. Thomas, Res. Mgr 
Room 1004, 427 Fourth 
ve. 


St. Louis, Mo. 
O. H. Rottman, 
3650 Windsor Place 


San Francisco, Calif. 
Lee Van Atta, 
340 Fremont St. 


Seattle, Wash. 
R. E. Dryer, 
91 Canmactiont St. 


Tulsa, Okla. 
P. E. Ebersole, 
214 S. Victor St. 


Toronto, Can. 
Amalgamated Elec. 
Co., Ltd., 
Gen. Sales Office, 
372 Pape Ave. 


Vancouver, Can. 
Amalgamated Elec. 
*o., Ltd., 
Granville Island 


Winnipeg, Man., Can. 


Amalgamated Elec. 
Co., Ltd., 
677 Notre Dame Ave. 


Calgary, Alberta 
— Elec. 
1301. 11th Av. East 

Hamilton, Ont. 
Amalgamated Elec. 

Co., Lt 
18 Mary St. 

Montreal, Can. 
— Elec. 
1006 Mountain St. 































She 


Jobbers Salesman 


W. J. McLAUGHLIN, Editor 





We 
Believe ‘That— 


Market determination is absolutely essen- 
tial and is the joint responsibility of the 
manufacturer and the wholesaler. 


2 Intensive selling must take the place of 
order taking. 


3 The manufacturer must recognize his 
wholesalers as partners, not as customers. 


4 Wholesalers must adopt a simple, but uni- 
form cost accounting system. 


5 The public utilities should merchandise 
under conditions which are not unfair to 
wholesalers and independent dealers. 


6 The formation of local and geographical 
groups of wholesalers is to the best inter- 
est of the industry. 


7 The electrical wholesaling industry has a 
splendid future ahead of it, provided its 
potential possibilities are fully realized. 











The Long Beach 


Experiment 


IX months have passed since the 
S launching of the Long Beach dealer 
electric range merchandising campaign 

and it is perhaps time to consider the results 
so far accomplished. While premature re- 
ports have been circulated that the dealers 
were not making the anticipated progress, 
an analysis of their activities proves that 
such rumors are unfounded and unfortunate. 
For the first six months of the experiment 
the sales were 50 ranges sold at retail and 
approximately 50 sold at wholesale to apart- 





ment houses. It is estimated that under 
normal conditions the power company would 
have sold about 150 ranges during the same 


period. Incidentally, a recent survey made 
on the coast showed a decline in range sales 
of 42% in all Southern California. 

It is true that some mistakes have been 
made and freely admitted by the dealers. 
And these mistakes should prove of inter- 
est to wholesalers in other localities where 
the utilities are cooperating. 

First, against the advice of the power 
company, an expensive newspaper advertis- 
ing campaign was launched, the dealers ex- 
pecting easy sales as a result. 

Second, the campaign was started before 
the dealers had organized and trained com- 
petent sales forces. 

Third, the lack of a local saies manager 
to co-ordinate the plans and efforts of the 
dealers hampered progress. 

Fourth, the dealers could not afford to ap- 
propriate a promotional fund such as the 
power companies have available. 

All of the above matters have now been 
pretty well straightened out so in the nine 
more months of the experiment ahead of 
them, it is hoped that a real job will be done. 
Wholesalers in that section of California 
should feel a personal responsibility in the 
success of the Long Beach experiment for 
there is no doubt but that its success or fail- 
ure will color the attitude of the utilities in 
other parts of the country. 


“The Candid Interchange 
of Opinion” 
D R. Julius Klein, Assistant Secretary of 


Commerce, recently said: “Sane soli- 

darity and mutual helpfulness are the 
great motivating forces of the modern 
American trade association. The old-time 
crabbed, suspicious merchant or manufac- 
turer who waged lone-handed guerilla war- 
fare would, I think, be overcome with amaze- 
ment, if he could witness the candid inter- 
change of opinion, the manifest willingness 
to submerge petty self-interest in the com- 
mon welfare, and all the other qualities that 
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distinguish the deliberations of a trade asso- 
ciation. 

“T believe that the titanic developments of 
modern business have made such organiza- 
tions practically indispensable. The require- 
ments of commercial life are too stringent 
now—the problems are too far-reaching and 
too intricate—to be grappled with effec- 
tively by any single firm, however courage- 
ous or self-confident. Mass action is impera- 
tive—and mass assaults can move moun- 
tains.” 

Dr. Klein might well have included the 
trade press in his statement as well as trade 
association, for nowhere is the “candid in- 
terchange of opinion” more essential. Since 
February, THe JopBer’s SALESMAN has been 
making case studies which appear regularly 
in this paper. It is no small concession on the 
part of wholesalers to search for and submit 
to our field men the information necessary 
for a case study. But they are doing it, and 
doing it gladly, in the interest of their indus- 
try. To those wholesalers who have given 
us such information we are sincerely grate- 
ful. To those wholesalers who will be ap- 
proached in the future, we can only urge 
that they keep Dr. Klein’s statement in 
mind when making their decision. 


Industry Aroused 
By the Plan 


N PAGES 12 and 13 of this issue will 
() be found a report on the results of the 

chart-talk tour of E. T. Rowland 
through the eastern section of the country. 
This tour which brought the story of “THe 
JopBer’s SALESMAN’s Plan for Market Deter- 
mination and Market Development” directly 
to the wholesalers in the chief trading areas 
in the east, far exceeded the expectations of 
the staff in its success. 

There is no question but that the entire 
industry has been aroused by the Plan. It 
has brought home to every wholesaler who 
has heard it the indisputable fact that he 
must start at once to adopt the basic prin- 
ciples of intensive selling if he is to secure 
permanent success. 


Collectively, the talk has been given be- 
fore thousands; in return, those who heard 
it heartily endorsed the Plan in every par- 
ticular and have signified their willingness 
to cooperate with their suppliers in putting 
its principles into effect in their own busi- 
nesses. 


Attend the 
Radio Show 


URING the week of June 8, the spot- 
ID light of the radio industry will be fo- 
cused on the R. M. A. Convention 

and Trade Show in Chicago. 

Arrangements have been made for ex- 
hibits by 130 leading radio manufacturers. 
In addition, the Radio Wholesalers Asso- 
ciation will hold its bi-annual convention. 
While a great many wholesalers who at- 
tended the Atlantic City Show and Conven- 
tion were considerably disappointed over 
the lack of constructive activities last June, 
they should not let their disappointment in- 
fluence them this year. 

The Chicago gathering promises to be a 
“Down-to-facts” convention and one which 
no wholesaler, interested in radio, can afford 
to miss, if he hopes to provide his own or- 
ganization with the latest information on 
the products and policies of the line which 
he will sell this fall. You are urged to at- 
tend the Chicago Radio Show. 


* *« * 


Your Summer 
Opportunity 
Den? July and August, the “Sev- 


enth Annual Summer Sales Prize 
Contest of THE JopBEer’s SALESMAN”’ 
will be run. Your manufacturers are now 
arranging to take part in the contest, to give 
your salesmen an opportunity to make ex- 
tra money for themselves during the sum- 
mer months and to give you an opportunity 
to show an increase in your sales volume 
during this period. 
All you have to do is enter your men and 
see that they take an active part in the cam- 
paign. Send in their names at once. 
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Market for Electrical Supplies 


Compiled Monthly from Reports Made to THE JOBBER’S SALESMAN, by Wholesalers, on Market and 


Price Conditions for 22 Key Products. Numerals Indicate Number of Wholesalers Reporting in the 


Respective Territories. 





















































































































































































































































































































































EASTERN STATES* CENTRAL STATES* WESTERN STATES* 

MARKET PRICES MARKET PRICES MARKET PRICES 

commopiry Ph eee Se es 
zleleleleleElglalelelil Efgle|slaliti 
a CGlelelelsalGldlelelBislSidieleleisl 8 

Transformers, insulators, distribution 

REELS P SRL TL EY: 3) 7/21; 0/;17] 1 6/14/15] 2] 22] 2 1/ 8] 8; 0) 10; 0 
Poles and pole-line hardware......... je ~1{ stig} 2/15! 0 3/12/23] 0/19) 8] O| 6] 7 “2| 8| 4 
Switchboards and accessories........... ~2} s{19| 2{ 23° 0 3 26 | 1 | 21 ae 3]; 6] 8] OO; 8] 3 
Motors and control apparatus.......... 6] 11 | 24, 2 | 20 ey 2116]24] 1/133] 0 vy 8/10} 3/12] 2 
Galety OUNENRE ia isicsoeseiaseseeee cai ~7}/26/15] 0/32] of 9/30] 2] of 31] 1 i 1Ja3s] 5] 1/15] o 
Wiens Peete i <insiscivnns< vnssackcus 4/29/10! 5/24| 6 | -3|26|10]/ 2]30|] 4|| 21/12] 3] o|16| 4 
Conduit and fittings...............+:«. 7 las! 7] 2/27] 1]/ 4/a1| 9] 4]30] 2]) 2/14] 3] 2]a3] 3 
RNS IN ~s{24] s| 2}a1] of] 2/26/11] of 28] 1]/ 1] 1] of ofis| 2 
R. C. wire and cable...............+0. ~s{24] 6]10/14] 4] 5]28(11] 9[16] sj) sf10| 7] 4] 8] 3 
iiss ccrkrgenael 51161 20/14/13) 4]| 4|22]/10]12/13| 7{| 2] 8] 6| 8| 5| 4. 
Nellis. ndsaxnessanancaiideensall 10/23| 4| o/31| 2/15/26] 7] 2/24] off afa2] 2] ofa7] 2 
Industrial reflector....... ............,10] 20/15| 1/36] 2] 3/18/19] 3/26] 1] 1|14] 6| 2/16] 1 
Commercial lighting units........ 8 ‘a4lis| o| 25 6 6| 14] 21] 2] 28] 3 1 4}; 0 1! 2 
Residential lighting units.............. ~2t16/15| 2/17] 41) 3/15/10] 1|14/10l1 of 4| 7| 4] 9| 2 
Strect Hghting sevipameat..........+«. o/ 4/21} 1/23] 3i} 2] 4/27] 2]e7] 21] 3] 8s] 6] 7] 1 
FICAtiNg SPPUARESS....6ocsecccecceccees | + 24 | 16 xy 31 2 0 | 13 28} 0} 28] 4 0) 11 8 1/12! 0 
Motor driven appliances............... 5 ~gli6| 0 27 1 2111 )241 1126 ry 3/5] 5| olnl o 
WONG sk eveiahavadns Neqiincane tee vee 4 ~g{/30| 2/29] 1 erry 2 3 26° 0 0 3 Eve 2] 10 ea 
TRE ART I ~4}11{13] 0/17] 9 | 2}12{16| 1/19/12) 1] 5] 7| o| 5] 8 
PlashMghte nad attesles......<sscooe oc ~5{122}/10| 1/26! off 3/26/16] o|31| 11 2/14] 4] 2112] o 
Telephone equipment.................. 4]10|12| 0/14] 0 it 2 18 1] il to Cy. 27 81 ke ay 
Btoreer DAtenes: 5.5 os os kb a sssea cans 2! 2le0! oli7l 1 241. 24.191 21 1 ee eee } 7 Oo 

EASTERN STATES CENTRAL STATES WESTERN STATES 

ALL 22 LINES COMBINED 

Good Fair Poor Good Fair Poor Good Fair Poor 

Apr. 15, 1931.—May 15, 1981........... 13% | 45% | 42% 12% | 46% | 42% 9% | 52% | 39% 
Same Period Previous Month.......... 10% 40% 50% 10% 46% 44%, 8% 48% 44% 
Same Period Year Ago... 0..6060 0600 15% 51% 34% 13% 48% 39% 13% 50% 37% 









































*Eastern States include all between the Atlantic Coast and the eastern boundaries of Ohio, Kentucky, Tennessee and Alabama; Western 
States include all between the Pacific Coast and the eastern boundaries of N. Dakota, S. Dakota. Nebraska, Kansas, Oklahoma and Texas. 


Central States include all between. 
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8” OSCILLATING 
MODERNISTIC FAN 
—The season’s “hit.” 
Soft silvery finish. 

Looks like 10’ fan. 
Concealed and pro- 
tectedoscillatin, a 
anism. $12.75 


10” OSCILLATING 
ART FAN—Attractive 
decorativedesign; ideal 
for homes and offices. 
Rich silver-like finish. 
Concealed and protec- 
ted oscillating mech- 
anism. A.C. $18.95; 
D.C. $20.45 dist. 


KOOLITE—Newcom- 
bination fan-li ~ fix- 
ture. Only $20 


PORTABLE WALL 
FAN—8’ blades, ideal 
for kitchens. Fits Biddy 
bracket. $7.50 to 
$8.50 dist. 


STANDARD FANS— 
All types and sizes, os- 
ee ma and non-oscil- 
lating, from $6.50 up. 


















At left—B1DD Y— Combination 
electric drink mixer—juice extrac- 
tor. $14.95; De Luxe model 
$18.95 dest. 


Below—36" and 52’ DE LUXE 
CEILING FAN—A sensational im- 
provement. Only 1814” headroom 
with light attachment. Lustrous 
bronze finish. Reversible blades. 
Graceful modern lines. A.C. $41 

to $56 dist. 
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Let these 


NEW FANS 


increase your 
summer sales 


Right now nation-wide adver- 
tising is telling millions about 
these revolutionary new R&M 
Fans—the fans that are designed 
to harmonize with modern in- 
Already they’re sup- 
planting old style fans by 
thousands. Don’t let hot 
weather catch you short. Order 


teriors. 


today —and order enough! The 
R & M name guarantees their 
quiet,trouble-free performance; 
their rich new beauty guaran- 
tees increased sales and extra 
profits. Robbins & Myers, Inc., 
Springfield, Ohio; Brantford,Ont. 


SELL THE FULL LINE OF 
R & M PROFIT-MAKERS 


“Inc. 


FANS AND MOTORS 


HAND AND ELECTRIC HOISTS AND CRANES 


ve»©rs 





















34 THE JOBBER’S SALESMAN 





FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTRY. 





HAN NION D 


ELECTRIC CLOCKS 
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In the past 18 months Hammond 
has demonstrated its right to the 
claim of leadership in the electric 
clock business. 


It is natural, therefore, for the 
trade to ask the question, “What 
will Hammond do next?” 


Jobbers and dealers attending the 
R. M. A. Convention in Chicago, 


June 8th, will receive the answer. 


Power company officials attend- 
ing the N.E. L.A. Convention at 
Atlantic City, June 8th, will re- 
ceive the answer. 


Jobbers and dealers not attending 
either convention will receive the 
answer in the Hammond Times. 


The Hammond Clock Company, 
2915 N.Western Avenue, Chicago. 


H AN NON D 


ELECTRIC CLOCKS 
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NEws 


from the Wholesale Field 





Midwest to Occupy Larger 
Quarters 


The Midwest Electric Co., Inc., 
Minneapolis, is moving into larger 
quarters at 211 S. Third St. Over 
10,000 sq. ft. of floor space is being 
divided into neatly arranged stock 
rooms, with a new fixture room and 


office. 
* * * 


Jobbers’ Salesmen Organize 
in Cincinnati 

A new jobbers’ salesmen group has 
just been organized as part of the 
Cincinnati Electric Club. The pur- 
pose of the organization is to famil- 
iarize the jobbers’ salesmen with the 
activities of the various other divi- 
sions in the club. It will operate 
along lines similar to the E. M. E. 
Officers have not, as yet, been 
elected. 

The following are members, and 
they’re still coming in: 

J. A. Adams and A. R. Baker, 
Johnson Electric Supply Co.; Fred 
Bracker, B. & B. Electric Co.; Wil- 
liam Brokamp, Hugo Heimsath, Wil- 


liam Schepers, Charles Spiess and 
Harry Strome, A. Knoll Electric 
Supply Co.; G. W. Crammond, A. H. 
Doecker, C. W. Foerst, C. E. Haller, 
R. E. Moore, J. B. Neal, J. O’Keefe, 
Graybar Electric Co.; J. H. Creag- 
head, C. H. Gabel, Willard George, 
Louis Hoffman, Franklin Shaw, J. 
H. Simpson, William Skelton, A. J. 
Underwood and Arthur Winnes, 
Johnson Electric Supply Co.; L. M. 
Crofton, Emil Glaser, F. V. Herbert, 
H. S. Holiday, H. W. Holtkamp and 
L. Staubach, F. D. Lawrence Elec- 
tric Co.; William Fromeyer and 
George Puttman, B. & B. Electric 
Co.; Ted Ludeke, Al. Mayleben, 
E. W. Roberts, Ed. Russell, Harry 
Russell and Ralph Schmidt, Schuster 
Electric Co.; Otto Tapphorn and 
A. J. Wissel, Welsbach Sales Co., 


Inc. 
x * x 


Krich Changes Name 


The Krich Light & Electric Co., 
Newark, N. J., which was founded 
in 1907 by Harry Krich announced 
on May 15 that it has changed its 
name to the Krich Distributing Co., 


laws JOBBER’S SALESMAN maintains men in the field, it sends out 

monthly “what’s the news sheets” to every wholesaler and it gladly re- 
ceives voluntary news contributions and snapshots from wholesalers and 
their salesmen. All this enables it to reflect from month to month the per- 
sonal element in the industry. Your co-operation is solicited in making this 


human side of the magazine more interesting. 


Inc. This company has, for some 
time concentrated its activities on 
home appliances and has met with 
success by creating an organization 
trained in specialty merchandising. 

There is no change in personnel or 


location. a 


Triangle Electric Moves 
The Triangle Electric Co., Muncie, 
Ind., has moved from 315 to 303 E. 
Main St. There has been a 50% in- 
crease in floor space and increased 
facilities for service. 
x * x 


M. A. Hartley Holds Special 
Sales Meeting 

A special sales meeting for ABC 
washer dealers was held on the even- 
ing of May 8 by M. A. Hartley and 
Co., Staunton, Va., under the super- 
vision of Mr. Hynes, factory repre- 
sentative. The new line of Mohawk 
refrigerators was introduced with a 
special display of models and a sales 
talk. A short sales talk on “Torrid” 
appliances and “Clements” cleaners 
with a special display of each line 
was also given. 





Starts July 1. 





Seventh Annual 


Summer Sales Contest 
of THE JOBBER’S SALESMAN 


Have Your Sales Manager Enter You at Once 
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We named it 


G-E Novalux HANDY Floodlight 


and 


FIRST 


Because it’s handy to 













































stock and easy to 
sell. The retail 
price is only 


$8.40 


SECOND vi 


Because this new, portable, thoroughly 













efficient, enclosed projector is so handy 
for hundreds of every-night uses 
that the market covers the whole 
range of city, suburban, and 
rural prospects— do- 

mestic and 


commercial 





Because the strong, efficient light from its standard 100- 









watt inside-frosted lamp is obviously the very thing 





FOURTH 


Because it is handy to light the 


needed in protecting house, grounds, and garage 
















from mischief-makers;in advertising; in illumi- 


porches and guard the grounds nating signs; around service stations, tour- 





of city houses, to furnish ists’ lodges and camps, parking areas, 








illumination for holiday real-estate developments, and 


decoration, and for small stores; in lighting drive- 


scores of emergency ways and places where 


applications evening jobs de- 


- The Handy may be obtained from: 
The General Electric Sup- 
ply Corporation 
Other G-E Merchandise 
Distributors 
Any G-E Sales Office 


Further information is available 
from any of these sources 


mand just this ; 
inexpensive, 

handy 
beam 


710-125 


GENERAL ELECTRIC 


SALES ‘AND ENGINEERING SERVICE I Pa iNCEPA L CITIeEs 
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ive News 


About Live Ones 
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FF, M. CARATHERS and E. P, Camp- 
bell, formerly if the Belmont Corp., 
Minneapolis, are now connected with 
the Midwest Electric Co., of the same 
city as salesmen. 


THe VAN METER Co., Cedar Rap- 
ids, Ia., has added R. B. Wilhelmi 
to cover its southeastern Iowa terri- 
tory. 


Henry ESPEN is again associated 
with the Ensign Electric Supply Co., 
Minneapolis, as a salesman. 


FRANK A. RossEL, formerly of the 
Northland Electric Supply Co., Min- 
neapolis, will cover southern Minne- 
sota for the Blaine Electric Co., St. 
Paul, Minn. 





THe Fox Evecrric Suppty Co., 
Elgin, Ill., announces that Alfred 
Fisher has been added to its sales 
staff. 

CuaArLEs Hoyt, formerly con- 
nected with the Westinghouse Elec- 
tric Supply Co., will handle the 


Missouri territory for Melville B. 
Hall, Inc., St. Louis. 


A. A. MELSONE is a new salesman 
with the Belmont Corp., Minneapolis. 
Prior to this connection, Mr. Mel- 
sone was with the Plant Co., of the 
same city. 


Worp comes from the East Coast 
Electrical Supply Co., Inc., New 
York, that Martimer I. Husted, once 
with the Stanley and Patterson Elec- 
trical Supply Co., Inc., is now travel- 
ing Long Island for this company. 


A NEw counter man, O. T. Weger, 
has been employed by the Electric 
Sales Co., Corpus Christi, Tex. 


Louis B. WEINSTEIN has recently 
been added to the sales staff of the 
Hi-Fro Electric Supply Co., Plain- 
field, N. J. 


Ben O. Horton, an old time job- 
ber’s salesman, and formerly with 
the National Stamping and Electric 
Works, has taken over the southern 
Minnesota terrtory for the Northland 
Electric Supply Co., Minneapolis. 


M. Avucust has been employed in 
the advertising and mail order de- 


partment of the Germantown Electric 
Supply Co., Philadelphia. 


C. C. HoLMEs is now covering the 
upstate territory for the Baitinger 
Electric Co., Inc., New York, making 
his headquarters at Poughkeepsie, N. 
Y. He will cover the contractor, 
dealer and industrial trade in this 


territory. 
oe 


Jobber’s Sales Activities 

GERMANTOWN ELeEc. Suppty Co., 
Philadelphia — Very successful re- 
sults are reported on this company’s 
campaign on “Speed King” cordless 
automatic iron. 


Hi-Fro Etecrric Suppty Co., 
Plainfield, N. J.—Fans formed the 
basis of this firm’s sales activities. 


SuTToN Exectric Supprty Co., 
Wichita, Kans.— General Electric 
washers and ironers were stressed in 
the sales campaign put on by this 
house. 


Bevtasco Exectric Suppiy Co., 
Chicago—This company is putting on 
a special sales campaign on “Delco” 
fans. 


TRIANGLE Exectric Co., Muncie, 
Ind.—This company is emphasizing 
store lighting in its recent sales activi- 
ties. 








The Baitinger Electric Company, Inc., makes it a practice 
to educate their sales force in the usages and construction 
They from time to time, 
pay visits to manufacturer’s factories or display rooms where 
a lecture covering the above data is given, or when such 
factory or display room is too far distant the meeting is 
However, a distance of about 
150 miles is not too far and from the picture, you will 
note the force which made a trip to Atlantic City to have 


of the material which they sell. 


held in their own sales room, 


same, 





displayed to them the complete line of Black & Decker 
products, which company maintains a permanent and com- 
plete display of their material in the Convention Hall on 
the boardwalk at Atlantic City, and this group travelled 
there in two cars to get the advantages of the lecture and 
display so that they might be better informed in selling 
Left to right: H. J. Baitinger; G. F. Baitinger; C. E. 
Manning; W. P. Schmitt; E. Dritschel; Harry W. Bragg; A. F. 
Selnack; John M. Baitinger; Wm. F. Preston, and G. Fischer. 
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When the switch door of the 
SQUARE D Safety Panelboard 
is opened the circuit is disconnected, the fuses are 
dead and no live parts exposed. The switch unit can 
be locked in the “off” position for safety while working 
on the circuit—no possibility of the circuit being closed 


through carelessness or ignorance, with disastrous results. 


The switch element is double break, with all poles 
in a single unit having hinged switch action, so that 
all poles are broken simultaneously, ensuring against 
In addition to the standard 


Underwriter's tests of repeatedly rupturing currents 50% 


damage by single-phasing. 


over ratings, tests in the SQUARE D laboratories have 
proved that the units have a wide range of safety 


above that value. 


Affiliated with 
DIAMOND ELECTRICAL MFG. 
co. LTD. 


Los Angeles San Francisco 


SQUARE D COMPANY, CANADA, 
LTD., WALKERVILLE, ONTARIO 
o 


ELECTRICAL 


Toronto Montreal 


N ALL 





BRANCH E §S 
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The SQUARE D positive pressure contacts provide a 
positive ““make” and the cam action handle on the 
switch door makes it as easy to operate as the ordinary 
switch. The inset above shows how the positive pressure 


contacts work. 


Convertible? Yes, Sir! Not only are the various units 
interchangeable, but the fuse clips can be changed to 
accommodate fuses of larger or smaller capacity, as 


desired. 


Learn the other outstanding advantages of the SQUARE D 
Convertible Safety Panelboard. Call your nearest SQUARE 
D branch office or write for your copy of Bulletin CA505 
to the SWITCH AND PANEL DIVISION, SQUARE D 
COMPANY, 6060 RIVARD ST., DETROIT, MICHIGAN. 


Factories at 
DETROIT, MICHIGAN, MILWAU- 
KEE, WISCONSIN, AND PERU, 
INDIANA 


SQUARE D COMPANY 
OF TEXAS 


Houston 
205 


PRINCIPAL cities 
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The new home of the Miller Electric Co., Utica, N. Y., is just off the main 
thoroughfare and has plenty of parking space. 





MoNUMENTAL ELECTRICAL Sup- 
pLy Co., Baltimore—Electric ranges 
will form the basis of the sales activi- 
ties of this company. 





GENERAL ELECTRIC SUPPLY CorpP., 
Jacksonville, Fla—A special campign 
on fans has been started by this 
house. 





Jobbers Active in Associations 

J. P. Crark, salesman for the Elec- 
tric Supply Co., Tulsa, Okla., has 
been elected president of the Tulsa 
Electrical League. 





THEODORE C. TREADWAY, a mem- 
ber of the Treadway Electric Co., 
Little Rock, Ark., was made presi- 
dent of the T. B. Association of 
Pulaski County, Ark. 





Changes in Personnel 
Aucust SCHWENCK, former man- 
ager of the Grand Rapids office and 
later manager of the Providence 
house of the Graybar Electric Co., 
has been transferred to the Des 
Moines territory of that company. 





John T. Valenta Celebrates 
Anniversary 

John T. Valenta of the sales de- 
partment of the Graybar Electric Co., 
Chicago, celebrated his fortieth anni- 
versary with that company in April. 
Beginning as an office boy, Mr. 
Valenta advanced to order checker 
during the time of the World’s Fair. 
In 1903 he came into the sales room 
in a clerical capacity. About 1908 he 
became a sales specialist and between 


that time and the present he has 
handled at different times, practically 
every line sold by this house except 
power apparatus and telephone appa- 
ratus. Mr. Valenta has a fund of 
interesting reminiscences, and knows 
practically all of the old timers of the 
company. 
oe 
Baltimore Electrical Supply 
Changes Address 


The Baltimore Electrical Supply 
Co., Baltimore, for more than 25 
years has occupied warehouses on N. 
Calvert St., but on June 1 will be in 
its new buildings at 33-35 S. Charles 
St., which location is more central to 
the large percentage of its trade. 


* * * 
N. E. W. A. Pacific Division 
Meets 


From May 7 to May 9, inclusive, 
the second of the thrice yearly meet- 


ings of the Pacific Division, National 
Electrical Wholesalers Association, 
was held at the Hotel Del Monte, Del 
Monte, Calif. In accordance with the 
organization’s usual custom, closed 
sessions were held on May 7 and 8, 
but on the last day of the meeting 
was open. There were two speakers 
on the program. K. I. Dazey, man- 
aging director, Pacific Coast Electri- 
cal Bureau, gave a comprehensive 
review of the way in which the 
Bureau functions, explained how it 
could be useful to the wholesalers, 
and outlined the help that the Bureau 
needs from them. The other speaker 
was Dr. N. A. Bowers, vice-president 
and general manager, McGraw-Hill 
Co. of California, who discussed 
“Business and the Alibi of ‘Aver- 
age’.” 
a => 
Duncan Keith Claimed by 
Death 


Duncan Keith, vice-president of 
the Burgess Battery Co., Chicago, 
died at his home May 1, after a short 
illness of two weeks from heart 
disease. 

Mr. Keith was widely known in the 
battery industry. He had been vice- 
president of the Burgess Battery 
Co. ever since its inception in 1917. 
Mr. Keith was born in Frederickton, 
New Brunswick, Canada, but lived 
in Oshkosh, Wis., during his youth. 
He was educated at the Oshkosh, 
Wis., Normal School and the Uni- 
versity of Chicago. 

Mr. Keith was a member of the 
Union League, Commonwealth and 
Old Colony Clubs of Chicago, the 
Chemists’ Club, New York, and the 
Westmoreland Golf Club. 








These dealers and factory men who attended the “GE Ranger Radio Roundup” 
held in the ball room of the Carolina Hotel, Raleigh, N. C., on February 16, by 
the General Electric Supply Corp. of that city. The determined looking young 
man, fourth from the right in the second row is “Bill” Derby of the Stephen- 
son Music Co. He was the unfortunate person who at first did not want to be 


a “ranger.” 


After having most of his wearing apparel torn off, and a “GE” 
monogram painted on his back, he changed his mind. 
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“AT THE OLD HOMESTEAD” | 


On the Following Pages is Presented an Exhibit | 
of Electrical Products Arranged for the Twenty- i 
Third Annual Convention of the National 
Electrical Wholesalers Association at the il 

Homestead Hotel, Hot Springs, Va., | 
May 25 to 29, 1931. 
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Ow, more than ever before, progressive jobbers and their salesmen are finding 


that aggressive advertising really does play an important part in keeping the 


sales highway open. No matter how deep the drifts of sales resistance may be, 


Youngstown-Buckeye Conduit advertising clears them away, keeping the sales road 


open for those aggressive salesmen who follow in its wake. 


By concentrating on Youngstown-Buckeye Conduit you can consistently maintain 


a good sales volume. Your prospects have been pre-sold before you reach them, 


and dollars are more readily spent today for those products whose reputation is 


above question and whose value is a known, proven quantity. 


Experience has proved that it pays to push Youngstown-Buckeye Conduit. Try it 


and watch the results in your conduit sales. 





AOLGINTCHRE MOAN 








One of the oldest manufacturers of copper-steel, under the well-known and established trade name “Copperoid” 
General Offices: YOUNGSTOWN, OHIO 
DISTRICT SALES OFFICES: 


ATLANTA : : « Healey Building 
BOSTON ::::-+:-> hamber of 
Commerce Building 
yrs Liberty Bank Building 
CHICAGO : : - Conway Building 
CINCINNATI. Unio Trust Bldg. 
CLEVELAND. Term’! TowerBldg. 
pails + + + Magnolia Building 








DENVER : Continental Oil Bldg. 
DETROIT ::- « Fisher Building 
er CITY, MO.-Commerce 


Bui 

OSs ANGELES: -3000SantaFeAve. 
MEMPHIS +--+ 42 Keel Avenue 
MINNEAPOLIS - - Andrus Bldg 
NEW ORLEANS: Hibernia Bldg. 


GALVANIZED SHEETS PROTECT 


ay YORK - 30 Church Street 
udson Terminal Building 
PHILAD ELPHIA : Franklin Trust 


ding 
PITTSBURGH - Oliver Building 
SAN FRANCISCO --- 55 New 
Mompomery Street 
EATTLE : - - Central Building 








SAVE WITH STEEL 


ST. LOUIS - + -Louderman Bldg. 
YOUNGSTOWN : - Stambaugh 
Building 


LONDON REPRESENTATIVE 
The Youngstown Steel Products 
Company, Dashwood House, Old 
Broad Street, London, E. C. Eng. 





§ WIREMOLD 


No. 500 
Actual Size 
2 No. 14 


No. 700 
Actual Size 


Actual Size 


9 No. 14 7 No. 10 
9 No. 12 6 No. 8 


On the following pages is 
our plan to help you help 
your customers do more bus- 
iness through the use of 
Wiremold! 


From your point of view: 


Wiremold is a surface-wiring method that 2 
makes modernization of obsolescent lighting sys- 
tems easy, simple, practical and inexpensive— 
hence easier for you to sell! 


From your customer’s point of view—no mat- 
ter what field he specializes in: 


Wiremold is the key to a profitable, successful 
installation on every job. Because, on every sort 
of a job—big or small—in factory, office, store, 
shop, school, institution—the use of Wiremold 
keeps down the cost of doing the job and insures 
a neat, workmanlike result. 


And your customer’s customer—in every field 
—likes Wiremold because it saves muss, fuss, 
delay and expense in bringing lighting up-to-date. 


WireEMOLUD Build: 


Business FOR YOUe 


Besides making modernization with light 
easier for your customer to sell—thereby 
promoting the sale of all other equipment— 
Wiremold offers you a highly attractive mar- 
gin of profit on its own account. 


THe Wiremo.D ComPANY 


HARTFORO,CONN. 





In 


FACTORIES 








“Light is now a factor in management! 
. . « Industry executives must make more 
of it... Wiremold provides a simple, 
economical, practical—and surprisingly 
easy way to do this!”’ 





This is the central thought of the 
Wiremold Factory Lighting Campaign 
—the first of the Wiremold Business 
Building Program for 1931. A spe- 
cial issue of the Wiremold Business 
Builder—describing and _ featuring 
Wiremold factory installations— 
reaching electrical contractors every- 
where, IS SHOWING YOUR OWN 
FRIENDS AND CUSTOMERS HOW 
TO MAKE EFFECTIVE USE OF 
THIS SELLING ARGUMENT. And 
this means potential business for you! 
If you have not already taken ad- 
vantage of this opportunity, by all 
means do so at once and if you want 
details of the campaign send for free 
copy of WBB No. 18 on “Selling 
Light by the Shopful!” 


In 


STORES 








“The well lighted store draws the crowds— 
and sells the goods! . . . Window displays 
—night and day—are made effective hy 
light!” 





These are the arguments alert con- 
tractors everywhere are using, as a 
result of the nation-wide Wiremold 
Store Lighting Campaign—the second 
phase of the 1931 Wiremold Busi- 
ness Building Program. This cam- 
paign starting in June with a special 
edition of the Wiremold Business 
Builder—reaching electrical contrac: 
tors in all sections—is developing 4 
potential store-lighting sales oppor: 
tunity in your own territory thal 
awaits your attention NOW! 


Cash in on it! And if you want 
further data send for Wiremold Busi- 
ness Builder No. 19—and get your 
name on the mailing list for future 
issues! 
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1's Building Business For You 
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In 


OFFICES 











“If you want to keep your tenants happy, 
keep office lighting up-to-date . .. Wire- 
mold makes it easy!” 





This is the keynote of the Wiremold 
Office Building and Institutional 
Lighting Campaign, starting in mid- 
summer and is the third section of the 
1931 Wiremold Business Building 
Campaign. Here, too, your contrac- 
tor friends and customers are being 
coached and instructed in the ade- 
quate use of the argument by a special 
issue of the Wiremold Business 
Builder featuring typical installations 
in both new and old buildings. And 
here, too, we are building potential 
business for you, that needs only a 
little cooperation on your part for its 
conversion into immediate sales and 
profit. 


You will find details and sales am- 
munition for this campaign in Wire- 
mold Business Builder No. 20. And 
if your name isn’t on the mailing list, 
tell us quick! 


ONCENTRATE ON IT 


_IFOMPANY 


RIPONN. 











“Due to city inspection against tacked-on 
wires,” writes a contractor in an eastern 
city, “‘we are finding great use for Wiremold 
- - in multiple-family houses, apartments 
and in private homes!”’ 
“More than 85% of the new lighting load,” 
writes an electrical engineer, “comes from 
floor and table lamp illumination ... The 
trend is toward more outlets for home 
lighting and electric conveniences.” 





These are typical expressions which } 
we have received from both contrac- } 
tors and lighting engineers, indicating 
a growing interest in Wiremold for / 
home lighting. An accumulation of / 
such data, therefore, has inspired / 
Wiremold’s home lighting campaign | 
—the fourth section of the 1931 | 
Wiremold Business Building Program j 
—-starting in Autumn. It opens up a / 
vast new field of electrical market de- / 
velopment. And here again a special 
edition of the Wiremold Business 
Builder reaching YOUR _ CUS- 
TOMERS paves the way to new busi- 
ness for you! Watch and wait for 
details. And if your name isn’t on 
our list, let us have it quickly! 








HOW TO 


With Each Wiremold Campaign 


The situation with reference to you—and each 
Wiremold Campaign is identical: 

























In the first place practically every one of your 
customers has already received one or more pieces 
of Wiremold literature calling his attention to a 
wiring job and equipment sales opportunity— 
and providing him with a plan and a selling argu- 
ment to make the most of it. 


In the next place a great many of these cus- 
tomers of yours are already at work developing 
business along the lines of the four Wiremold 
Campaigns. And these already interested con- 
tractors will weleome your co-operation — and 
richly reward your effective participation. 





Again, there are many of your contractor cus- 
tomers, informed and impressed by Wiremold 
literature, who are inactive through inertia, tim- 
idity or lack of information. By supplying force, 
leadership and data you can set them to work, 
help them to do a selling job—and profit greatly 
by your wise co-operation. 








| 


CHECK YOUR Further, there are the big user-prospects that 
you can sell direct—including the big industrial 

plant and large mercantile establishment engi- 

Oo R O S p E C T neers, office building managers and superintend- 
ents. Many of these have already received Wire- 

mold literature or have used Wiremold. All of 


| L | S 7 F V E R y them will be glad to receive Wiremold data and 
| 





counsel from you—if you are prepared to sup- 


ply it. 
M O R N | N G In all cases your job is to know the Wiremold 


Line—and to keep in step with the Wiremold 

Contractors Dept.Stores Business Building Program. And the way to 
Industrial Plants Schools accomplish both these objectives is to first get 
Office Bldgs. Shops your name on the Wiremold Jobbers’ Salesmen 
: Mailing List and then study the Wiremold cata- 
Warehouses Theaters logs, price and data sheets and sales promotion 


Loft Buildings Hospitals literature as you receive them. 





| For Substantial Profits— 
| PUSH 





WiIREMOUD 


| THE Wiremo.DdD COMPANY 








HARTFORDO,CONN. 
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WAFFLEMASTER 
is, too 


Like Toastmaster, Wafflemaster sells the year 
‘round. Completely automatic, single lever oper- 


ation. Makes absolutely uniform waffles, any. 


color wanted, and keeps them warm till ready 
to eat. List price —$14.50. 





Toastmaster ‘pops up the toast’’ and shuts off 

current when toast is done. Uses current only 
when making toast. 
The most economical 
of toasters. Only one 
lever to operate. 
700,000 in use. Makes 
better toast —Toast- 
master Toast. List 
price—1-slice, $12.50 
—2-slice, $17.50. 


\ 


\\ 


TOASTMASTER 


ToastMASTER is more than one of the fastest selling 
electric appliances on the market. It is one of the few that sells 
the year round. Because Toastmaster Toast is as welcome in July 
as it is in December, Toastmaster sells in satisfactory volume 
every month of the year. Take advantage of this steady sale to 
build yourself a profit this summer. Don’t miss sales to which 
you are entitled. Keep your stocks up and push Toastmaster 
to your dealers now. No electrical product better merits or re- 


wards your sales effort. 


WATERS-GENTER COMPANY, Minneapolis, Minn. 


A Division of McGraw Electric Company 
Distributed in Canada by the Canadian General Electric Co. 


At the NELA Convention — June 8-12 
Visit the Toastmaster Booth — No. 322 


TOASTMASTER 


AUTOMATIC ELECTRIC TOASTER 
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A Rare Combination! 


& 
A Perfected Produc 


HERE are more than 30 eleménts in 
every radio tube, all fragile ang delicately 


assembled. 





For perfect results these/many fine parts 
some of them very tiny/must remain in 4x- 
actly the same relative’position when they are 
installed in the ownér’s set as when they leave 
the factory if desired results are’ to be ob- 
tained; that js, clear, true tone’ reception. 





It is evident that more than ordinary care 
must ke taken in the making of the tube if 
thesé parts are to repiain in exactly the right 
position and withstand not only rough han- 
dling in transit but vibration after it has been 
set. 


“Eveready Raytheons” alone have this added 
and necessary protection in the patented 4-pillar 
ction, which insures absolute stability to 
ery part within the tube at all times, thereby 
assuring perfect results to the set owner and with 


Vit increased business for Eveready Raytheon Tube 














Plan in Eveready Raytheons. 


4 Plt 
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ifor Selling Tubes __. 


3 
A Tested 
Selling Plan 


IS new “Plan” book 

tells your dealer exactly 
how to sell “Eveready Ray- 
theon.” How to put on an 
immediate sales campaign 
that will bring IMMEDI- 
ATE RESULTS. Every 
step is carefully explained 
from getting the attention 





EVEREADY 


LAYERBILT 


BATTERIES 





of the set owner to closing the sale for a 
complete new set of “Eveready Raytheon,” 
by Home Demonstrations. 

By all means study this plan thoroughly. 
Then go over it with every tube dealer on 
your list and induce them to put this prac- 
tical “‘plan” to work. There is no theory or 
guesswork about its ability to perform for it 
has been thoroughly tested and ‘has proven 
successful everywhere it has been used. For 
instance in Cleveland a preliminary report 
from 15 dealers shows that sales resulted in 
80% of the Home Demonstrations made. 


NATIONAL CARBON COMPANY, INC. 


General Offices: New York, N. Y. 


Branches: Chicago, Kansas City, New York, San Francisco 
Unit of Union Carbide UCC and Carbon Corporation 


Se. a 


VEREADY 
RAYTHEON 


TRADE MARKS 


With the coming of 
summer there will be 
an increased demand 
for Radio “B’ Bat- 
teries. 

Hundreds of thou- 
sands of campers, 
summer cottagers, 
yacht and boat enthu- 
siasts, in addition to 
the year-round farm 
market, and others 
outside the reach of 
power lines will use 
battery radio sets and 
will need new “B” 
Batteries. 

Call this market to 
the attention of your 
dealers and take their 
orders for EVEREADY 
LAYERBILT BAT- 
IES. 







Ry f\ 
EVEREADY | EVEREADY 


RAYTHEON | RAYTHEON 
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,.. and how are you armed 


for the big drive for business. 


a HERE are no longer millions of homes to 


be wired, thousands of industries to be 
changed over to electric drive or miles of 
streets to be lighted,” says the Jobber’s Sales- 
man. With the cream of the easy business gone, 
only the manufacturers and wholesalers who 
are quick to organize along the lines so ably 
defined by the Jobber’s Salesman for Market 
Determination and Market Development, and 
who are strong to fight, will survive in the 
struggle for business just ahead. 

In this campaign, which will tax your 
strategy, your wits, your resources to the ut- 
most, how will you fight? Who are your allies? 
With what ammunition will you arm yourself? 

Probably the strongest line with which you 
can ally yourself is the Cutler-Hammer Line of 
Wiring Devices, Safety Switches and Motor 
Control. For “shock division” in this line you 
have C-H Motor Control, the only Control 
advertised in the Saturday Evening Post, the 
Control that has won acceptance* in all fields 
and is preferred by the majority of customers, 


the Control that is the perfected result of an 
*Ask for Proof. 





a4 


al 


7 


experience covering nearly 40 years in every 
phase of Motor Control. 

Your fighting forces are led by C-H Wiring 
Devices—the line that equalled in 1930 the 
volume of business of 1929—despite the fact 
that building activity fell off so greatly. Back- 
ing up your forces is the line of C-H Safety 
Switches which meet the exacting Cutler- 
Hammer standards of design, construction, 
performance, packaging and salability. 

After allowing full value for your energy, 
aggressiveness and business sense, your future 
success depends largely upon the line you 
handle. Will it lessen sales resistance, will it 
shorten the time spent in interviews, will it 
help establish your reputation as a house that 
handles only the best? Will it furnish you with 
true-shooting, hard-hitting sales ammunition? 
The Cutler-Hammer line will. And details of 
the Cutler-Hammer policy will be sent you on 
request. CUTLER-HAMMER, Inc., Pioneer 
Manufacturers of Electrical Apparatus, 1286 
St. Paul Avenue, Milwaukee, Wisconsin. 






Whoare your Allies? 
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C-H 4111 
Industrial Duty 
Safety Switch 


Designed to 

Cutler-Hammer 

standards for 

quality, conveni- 

ence in wiring 

and economy of 

space. Type “A” design. Interlocked safety 

cover. Rated from 30 to 1200 amps. 125 

to 575 volts. 2, 3 and 4 pole. Every safety 

switch in the C-H Line has powerful sell- 
ing features. 


ICH) 


STARTER 


C-H 9586 “‘AAA”’ Twin-Break 
A. C. Starter 


A new, improved 5 h.p. across-the-line 
starter with 14 vital features including con- 
tacts which neither bounce, weld, nor 
burn. The starter which is almost im- 
perishable electrically, lasting years longer 
than ordinary starters, virtually eliminat- 
ing maintenance. Thermal overload relay 
provides absolute motor protection. Rated 
up to 712 h.p. for 440 and 550 volts. This 
starter is typical of the quality of the entire 
C-H Starter Line. 


C-H 7291 Lock-Type “‘Rubber- 
Mounted” Toggle Switch 


Totally enclosed in Thermoplax . .. 
dust-proof . . . remarkably quiet action. 
Mechanism sets on springy rubber pads. 
Self-cleaning contacts .. . no bouncing or 
pitting. Single and double pole, three and 
four way types. Single pole illustrated. 
Fits standard plates. Equally powerful 
selling points characterize the entire line 
of C-H Wiring Devices. 








Switches. Wiring Devices 


A-4111 
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WHERE CAN 


LOCATE YOUR PROSPECTS 


Ce 
\SMITH ELECTRIC CONST. CO 











A= I had heard “‘Jack’’ Rowland’s talk showing the necessity for 
a Jobber’s Salesman to make a detailed survey of his market so he 
can know where to direct his energy, I looked over my data book to 
find a line that would show a good profit, have a wide acceptance with 
all classes of customers, and complete enough to meet practically all 
the various standard requirements of these customers. 


I selected the Trumbull line of Safety Switches, Motor Starting 
Switches, Panelboards and Switchboards, as shown in their new catalog 
which I have been reviewing with some care and interest. 


So, I decided that for two or three days I would devote my chief 
energy in presenting this line to each one of the many classes of 
customers I called upon. 

My first call was on the Smith Elec. Constr. Co. whom I had been 
selling general supplies for some time, but whom I had not made 
particularly familiar with the completeness and excellence of the 
Trumbull product. 


When I told him about the sturdiness of Type “‘C’’ Switches, Quick- 
make and Quick Break, heavy and rugged (pages 26 and 28), and 
selling at a price no higher than other Switches that had nowhere 
near the durability, he ordered four. 


If I had not spent a little time with him, the order either would not 
have been yziven until later, or would have gone to somebody else. 
I now have Smith interested, and every time I call on him I am 
going to give him another story on this most complete line of its 
kind in the country. 


HEN I called on the Home Service Electric Com- 

pany, I sold twenty No. 2221 Tumbler Switches, 
listed on page 34. These are going on the lighting cir- 
cuits in a plant that is doing quite a little modernizing 
in these times when they are not any too busy. He 
thought he might sell some of these for fractional Horse 
Power motors: they were just what he wanted then. on 
250 V. Lighting circuits. He had heard of this Switch 
but did not know much about it, and I was rewarded for 
a little extra effort. 


HE Conroy Manufacturing Company had been a good 

customer of mine, but he had not become familiar 
with the tremendous extent of the Trumbull Manually 
Motor Starting Switch line—listed on pages 32 to 41. The 
engineer did not realize it either. In going through the 
plant he found he could use four switches, and I sold him 
the “R.M.” type listed on page 32. He had never realized 
how little room this sturdy switch required. 


RUMBULL EL 


PLAINVILLE 


| SELL @ TODAY? 
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PLANNED SELLING WINS 


Successful Jobber’s Salesman 























































Ying HE Columbia Lathe Company have been steadily im- 

; br ti i y proving the design of their machines. When I showed 

; ; them the “TM-2” listed on page 39 it fitted their require- 

ments and they ordered a few to try out. I guaranteed 
them to stand up under the heaviest kind of service. 


They did not realize that we, as wholesalers handled a 
line like this. They had bought a good many direct from 
a manufacturer, and appreciated the advantages of buy- 
ing ail their electrical needs from one source. 





HIS encouraged me, so I called on the Central Motor 
Company, motor dealers. They have been buying Mag- 
netic Switches from a manufacturer, not a wholesaler. 


I quoted them according to the new Trumbull discount sheet 
for Class C users. It took a little time, but they found 
the price all right and were pleased to know that their 
Jobber could serve them on this material. I got a small 





order and am going to get more. 


T is a good thing I called on Tom Black. He had a job 

requiring a Magnetic Switch and a disconnect to be 
installed in a very small space. I showed him the Trum- 
bull Combination Magnetic and “RM” Disconnect. His 
troubles were solved, and he bought two. He now is familiar 
with this line—shown on pages 52 to 58. 


So, all in all, though business is tough, there are orders 
to be had for a Wholesaler who will spend more time than 
he has in knowing the line and presenting the proper sug- 
gestions to all classes of his trade. 


In the Trumbull catalog is shown the right switch for every 
job. It’s a question of learning, and then going out and 
explaining. 


ECTRIC MFG..CO. (f) 














CONNECTICUT 
WHERE CAN | SELL TT TODAY ? 
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In times 







Two lower-priced fixtures that 
adhere to the BEAVER tradi- 
tion of QUALITY first... . 
brought down to a competitive 
level by tremendous volume. 
Samples on request. 





Z 


NEW 
SOFT RUBBER 
HANDLE CAPS 





















DOMED, Sie. ase Long-handled 
|” See eee reece Short-handled 
ve"... Or... DE... ae 


Four different thicknesses of cord may be 
fitted to either of these sturdy new soft 
rubber handle caps, decided improve- 
ments on the best that even BEAVER 
has previously developed. Samples wil! 
tell you at a glance how these are 


BETTER. 


ese eee Two-way 
eRe AN ee Three-way 


A sturdy 10-amp. 125-volt switch. 
quick and sure, simple, its direc- 
tions plainly marked. Send for a 
sample of this typical BEAVER 
QUALITY newcomer. 
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like these --- 


the buy-word is 


UALTTY 


. and MONEY'S WORTH is what the public demands! Price 


arguments have had their day; although the average man or 





woman will still shop thriftily, today the retailer has to show more 
reason than a few pennies saved, to really MOVE over-the-counter 
electric specialties. Self-evident, down-right virtue in the ma- 
terials counts most .... and you wholesaler representatives 


should be cashing in on the fact that never could retailer offer his 
trade a smarter, FINER line than BEAVER. 


You know our reputation, you know our background. BEAVER 
products are the result of brains, resources and patient effort to 
sense what the public wants and then give it to them. We never 
presume to dictate to a jobber how he should conduct his busi- 
ness; but you boys on the firing line could do a lot worse than to 
select BEAVER for an intensive drive this Fall . . . . and CON- 
CENTRATE right there. A fast-moving, profitable, GOOD line 
. right up your alley! 





BEAVER MANUFACTURING COMPANY, 625 North Third Street 
NEWARK, NEW JERSEY 
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Store del 


demonstration 


JOBBERS SALESMENeverywhere 
are using the Clements ‘“‘stand-demon- 
strator” and Clements ‘Cooperating 
Dealer’ sales plan to add new customers 
and double the vacuum cleaner sales of 
old ones. 











The ‘“‘stand-demonstrator” solves the 
dealer's store demonstration problem. 
The cleaner is held inverted, showing 
revolving brush action and other advantages. A small 
rug placed over nozzle reveals the “‘air-cushion”’ and the 
customer sees and feels the light pulsations of the brush. 
Soda placed upon rug is quickly drawn through. Cleaner 
may be removed for floor demonstration. 


The “‘stand-demonstrator’” interests every dealer be- 
cause it affords effective store demonstration on about 
15 inch square floor space and serves as a permanent 
dramatic display. The Clements plan also furnishes the 
dealer with a salesmanship course for store salesmen, 
window cards, folders, cuts for his ads, personalized 
mailings with his name, etc., etc. 


Then, too, the Clements “air-cushion’"’ vacuum 
cleaner sells easily because of the patented “‘air- 
cushion” feature and other exclusive features. At- 
tachments sanitize and repel moths as well as clean. 


The Clements Mfg. Co. made the first vacuum 
cleaner 20 years ago and the new popularly priced 
Clements sells rapidly. Mail coupon today for com- 
plete data of interest to jobbers’ salesmen. 


Lements 


Air-cushion’ Vacuum Cleaners 








Clements Mfg. Co., 12A Clements Bldg., 

6650 So. Narragansett Avenue, Chicago. 

Gentlemen: You may send (without obligation) complete 

information on your B sn of cooperation with jobbers’ sales- 
ers. 


men, jobbers and de Tell me about the “stand-demon- 
strator,”’ window cards, personalized mailings, salesmanship 
course for store salesmen, folders and your other methods of 
helping the dealer double his store sales. 


WME oc kc cccccnbacccdeddedckaseeeenbbescesseesueen aekee ees 
Street AGGrees . oo vce civncceuviccnscucusiucssnaees cease 
CES acc cas ke veseesdaencckese i Se ere ene 


Name of Jobber ......000c0ccsceesnns seseeedrobnaceerrecne 















































HERE is no substitute for 
experience. Only a thorough 
study of consumer needs and 
consumer preference through the 
medium of long experience can one 
be sure that they are on the right 


road to consumer acceptance. 


For over 100 years we have been 
building clocks for the homes of 
the nation. Born of this long ex- 
perience has come definite and ac- 
curate knowledge of what people 
want and do not want in “Clock 


Appearance.” 


This precious knowledge is your 
guarantee against stocking slow 
moving numbers for there are no 
slow moving numbers in the 


Sessions Line. 


More than a century of clock 
making has taught us what peo- 


ple want and what they will buy. 


THE SESSIONS CLOCK CO. 
FORESTVILLE 


esstons Exectric Clocks 


CONN. 


WESTMINSTER No. 27 
List Price $35.00 

































ELWYN 
List Price $6.75 





WESTMINSTER No. 24 
List Price $64.50 









T’ IS one thing to sell your deal- 

ers an order of electric clocks a 

few of which he will dispose of on 

the crest of the wave of “Electric 

Clock” popularity regardless of make 
or price 

AND 

It is another thing to furnish him with 

a complete stock of SESSIONS 

CLOCKS which will enable him to 

cash in on “Electric Clock” popular- 

ity to the very limit of sales possi- 


bilities. 


Sessions Clocks are more than fine 
clocks. They are fine clocks backed 
by the reputation of the SESSIONS 
name, over 100 years in the making— 
known to the American public a cen- 
tury before there was such a thing as 


an “Electric Clock.” 


In the manufacture of Sessions Elec- 
tric Clocks the same_ traditional 
precision and skill has been employed 
that has earned so enviable a reputa- 
tion for all Sessions Clocks from gen- 
eration to generation. Although un- 
surpassed electrically or mechanically, 
Sessions Clocks are popularly priced. 
Priceless assets are these, in the hands 
of the Electrical Wholesaler interested 
in greater Electric Clock sales and 


increased Electric Clock profits. 


THE SESSIONS CLOCK CO. 
FORESTVILLE CONN. 


CSSIONS FE1ectriz Clocks 





ELECTRA 
List Price $11.75 





ELMSWORTH 
List Price $20.00 





EL KIT 
List Price $6.25 





ELMHURST 
List Price $12.50 
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pe 


A new line of super-service projectors to meet all the 
requirements of modern floodlighting practice. With many 
features of unusual interest to the user and to the elec- 


trical contractor. 


An outstanding advantage is 
the diversity of application of 
each model, simplifying selec- 
tion of the right projector. Each 
unit has the widest possible 
range of beam spreads and is 
adaptable to a wide scope of 
floodlighting problems. 


Three sizes or models are 
available: ll-inch, for 250-watt 
floodlighting lamp; 14-inch, for 
500-watt floodlighting lamp, and 
500-watt general service lamp; 
18-inch, for 1000 - 1500 - watt 
lamps of both types. 


All aluminum housing, duvt- 
tight and weatherproof. 


Heat resisting glass covers. 


High efficiency silvered glass 
reflector, cushioned against 
shocks, and heat expansion by 
a unique method of spring 
mounting. 


Send for description, listings, 
installation data and for details 
regarding our illuminating engi- 
neering service for the planning 
of your floodlighting jobs. 


Re Re 


BENJAMIN ELECTRIC MEG. CO.. 


New York 


17 W. 17th Street 


General Offices and Factory: 


DES PLAINES (Chicago Suburb) ILLINOIS 


Divisional Offices: 
Chicago 
1 TIN. Canal Street 


Sam Franeisco 
148 Bryant Street 
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ANNOUNCES 


“Gorgeously Different”? Hanger Equipment 


——_—a Et 


Sparkling Modernism and Artistic Refinement 
Combined to Make 


Luxuriant Beauty 
in 
THALEIA 
Modernistique Hanger Equipment 
and 
THALEIA 


Indirect Luminaires 


Catalog Sent on Request 


THE ART METAL COMPANY 


1800 E. 38th Street Cleveland, Ohio 
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BUSS Offers You:— 
More Profit—for Less Work 


To help you make more profits and build better volume 
on fuse sales BUSS offers you: 


1st. A fuse that users buy because of its outstanding 
performance in service. They don’t quibble over the 
price of BUSS Fuses. This means a fair profit on each 
sale. 


Qnd. A fuse that holds customers for you. Once sold 
users continue to buy BUSS Fuses. You have time to go 
after new business instead of continually trying to keep 
old users sold. This means an ever increasing volume of 
sales for you. 











3rd. A fuse whose distinctive design and workman- 
ship SELL for you. All you have to do is TELL the users 
the facts about BUSS performance in service. This 
means less work for you. 


How BUSS Super-Lag Fuses Are Different 

Note the illustrations of the 600 volt BUSS SUPER- 
LAG Fuses. How different in appearance from ordinary 
fuse links. Note the lag-plates on each link. 8 to 12 
separate plates welded in exact position. Quite a man- 
ufacturing job, isn’t it? 

How different, too, are BUSS SUPER-LAG Renew- 
able fuses in performance. They are the Research 
Laboratories answer to the need, long expressed by fuse 
users, for a fuse that would safely protect equipment, 
yet would have a time-lag sufficiently long to prevent 
many of the needless shutdowns caused by fuses blowing 
on harmless overloads. 


No longer are these troublesome current surges the 
bugaboo of the production or operating man. No longer 
need useless blowing of fuses cause excessive fuse bills. 


Why Not Tell The Whole Story? 

Whenever you call on a fuse user, why not tell him 
the whole story about BUSS Fuses? You will find a com- 
plete sales story on the BUSS discount sheets in your 
binder. If you would like to get the story down, even 
better, so no buyer can resist you, ask your sales manager 
to get you more literature about BUSS SUPER-LAG 
Renewable Fuses— or talk to the BUSS representative 
in your territory. He will be delighted to help you. 


For more profits for less work BUSS Fuses offer you 
one of your best bets. 


BUSSMANN MANUFACTURING CO.77 ST. LOUIS, MO. 
A Division of the McGraw Electric Company 
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OLIVE 


SECONDAR 


OLIVER 























FORGED STEEL RACKS 


Embody all the advantages of mechani- 
cally correct design and exceptional 
strength—with many unique construction 
features that have built up an enviable repu- 
tation for Oliver Forged Point Racks 
throughout the industry. The back is a one 
piece section of rolled open hearth steel 
with a flanged channel shape, curved to fit 
the pole—and so designed as to eliminate 
use of washers under bolt heads when 
mounting. The rack points are drop forged 
with rounded top surfaces to prevent scor- 
ing of line wires during installation. There 
are no welds and all small parts have been 
eliminated so as to increase corrosion 
resistance. 


Available in standard heavy and extended 
back heavy types. 


Whatever your particular preference may be— 
whether you favor the Standard Forged Point 
type or the newer Pressed Steel series, you will 
find in the Oliver line a rack for your every 
line requirement. Complete descriptions and 
specifications sent upon request. 


OLIVER IRON AND STEEL CORPORATION 


PITTSBURGH 
Branch Offices in the Principal Cities 
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PRESSED STEEL RACKS 


i- Combining lightness with ample strength 
al and possessing unique advantages of design MEDIUM SERVICE TYPE 
0 —Oliver Pressed Steel Secondary Racks are 
generally recognized by the Central Station 
Industry as having greater uniform 
strength for side and dead end loads than 
any other rack of its type. 

















st Note in the illustration the broad, flanged 
channel back and the unique one piece 
construction of the rack points. Here, wires 
cannot be scraped or cut on their smooth, 


d @ rounded surface nor are there any pockets 
r- to hold moisture. 

” Another point of interest is the ample 
n clearance between the supports and the tops 
yn of the insulators—a feature that prevents 


pinching of the line wire when stringing, 
as well as accommodating varying sizes of 
id insulators. 


Made in Light, Medium and Heavy types 
with extended or non-extended backs—all 
types with 4, 6 and 8 inch spacings and 
which may be used on opposite sides of 
the pole, using the same through bolts. LIGHT SERVICE TYPE HEAVY SERVICE TYPE 
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| OLIVER “a MATERIALS 


APPROVED AND = ACCEPTED SINCE 1894 
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Nance 
- THIMBLEYE & TWINEYE 





The CHANCE Drop-Forged Thimbleye and 
Twineye are integral parts of Thimbleye and 


Twineye Anchor Rods, and Bolts. 


This construction offers many advantages 
over the old-style eye-rods and separate thim- 


bles. 


Cost of the individual thimble is eliminated. 
The guy wire is prevented from flattening, 
and there is no possibility of weakening at 
any point. Thimbleye and Twineye con- 
struction speeds installation, and the strain is 
evenly distributed, instead of being localized 
in one spot as in the case of ordinary eye- 
rods. 


The radius of each groove is perfectly formed 
which preserves the strand in its full cylin- 
drical strength. 


In the Twineye, ample room 
is provided for 2 guy wires 
without crowding. The Thim- 
bleye and Twineye offers even 
45° THIMBLEYE BOLTS | greater strength than the rod 
CHANCE Angle Thimbleye Bolts are | itself. | 
ideal for down guys. Bolt goes through Se ae eet ee ee ee 
pole and is fastened with nut and load 
plate. Also furnished straight for fasten- 
ing dead-end guy lines. 


NEVER-CREEP ANCHOR RODS 


Here the CHANCE Thimbleye is illus- 
trated as a part of the rod used with the 
NEVER-CREEP Anchor. 
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GUYING FIXTURES 


a 


















All CHANCE Guying Fixtures are Drop-Forged 
Steel and Double Hot Dip Galvanized. Made 
especially for heavy duty. 

Here are illustrated several CHANCE fixtures 
for use above the guy line, eliminating “choking” 
of poles with guys, and unnecessary wear. 


The illustration at the left shows a complete in- 
stallation of the guy loop 
and saddle with load and 
lift plates on both sides of 
the pole. 








SADDLE 
PLATE 








i 
-_ 
| 
| 
eo | 


Thimbleyes. 





Thimbleye Nuts. 





Straight and Angle 





THIMBLEYVE 
BOLT HOLE 


OPPORTUNITY 
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THIMBLEYE 
BOLT HOLE 


Load and lift plates. 


Straight-away 


loop. 


Messenger 
Dead-End 
with and 
without 
Guy 
Thimbleye. 
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In the new 
WALDORF 
ASTORIA 
HOTEL 


Founded on the illustrious 
fame of one of America’s old- 
est and finest hotels, the new 
Waldorf-Astoria is being built 
to carry on this fine old tradi- 
tion—the choice of genera- 
tions of the world’s traveling 


elite. 


Protecting the vast electrical 
network for all time, will be 
CENTRAL CONDUIT—used 
and preferred by leading elec- 
trical contractors in many 
of the nation’s outstanding 
buildings. 


CENTRAL TUBE COMPANY 
PITTSBURGH 


























y —- 


y - 





Architects: 
Schultze & Weaver 


Electrical Engineer: 
Clyde R. Place 
Electragists: 
Thompson-Starrett 
Co., Inc. 
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WEATHERPROOEF....... 


zz2PORCELAIN SOCKETS 
with Die Cast Caps 


Recent additions to the Bryant Line 


|. Bodies are of White Porcelain. 


2. Available with either Straight or Angle Die Cast 
Caps. 


3. Straight Caps are tapped for 4 in., 3¢ in., or 4 
in. pipe; Angle Caps for 3 in. or 14 in. pipe. 


4. Medium Base, 660 Watts, 250 Volts. 


Order by these 2. Provided with Efficient Weatherproofing Gasket. 
catalog numbers 


6. Furnished with Set Screw to engage conduit 
With Straight Caps 


threads. 










No. 9419 lin, 
No. 9420 3 in. 
No. 9421 3 in. i ceihens 


With Angle Caps a Devi rs) ' , 
No. 9422 3 te, =—S ) 


a SUPERIOR WIRING DEVICES 
Manufactured by 


THE BRYANT ELECTRIC COMPANY, BRIDGEPORT, CONN. 
MANUFACTURERS OF “SUPERIOR WIRING DEVICES” SINCE I888-MANUFACTURERS OF HEMCO PRODUCTS 


BOSTON + CHICAGO - NEWYORK -: PHILADELPHIA - SAN FRANCISCO 


140 Federal Street 844 West Adams Street 60 East 42nd Street 1333 Chestnut Street 149 New Montgomery Street 
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Thousands of Dealers 


know the way to end the most common complaint in 


Question No. I2—- 
“Use ARCTURUS Blue Tubes” 


In any set, midget or standard size, under any con- 
ditions, summer or winter, Arcturus Blue Tubes give 
the kind of reception that means satisfied customers 


Many radio dealers have a lot of tube trouble with midget sets. The 
reason is obvious— midgets are often equipped at the factory with 
low-cost inferior tubes. When the customer makes his legitimate 
kick, the dealer has to make good. 
But there’s a sure-fire way to avoid tube trouble in midget sets and 
all other sets. See that they leave your store equipped with Arcturus 
Blue Tubes. The quick action and life-like tone of Arcturus Tubes 
insure the kind of set performance that satisfies your customers. 
And thousands of dealers have found that Arcturus Tubes cut their 
costly service calls 50% or more. 
a If you haven’t tried: Arcturus Tubes, use them in the next ten 
at ty ee: midgets you sell and see how they cut tube trouble down to the 
Trade Show, , minimum. Ask your jobber. 


h -46, AANY 
aoa \\ ARCTURUS RADIO TUBE COMPANY - Newark, N. J. 


ARCTURUS 
4b 0833 DEI 7//m//yom A Ee @ OE ODE 











No. 1136 **Royal Standard’’ 


TANDARD COOPERATION 
ASSURES YOU YOUR SHARE 


Standard Catalog 


A real selling aid containing 

comprehensive illustrations and 

complete descriptions of over 

75 different models of Standard 

Ranges from the smallest de- 

signed for use in one room 
apartments to the large commercial units 
for hotel and restaurant installations. 


The Dealer Franchise 


A definite Franchise Plan, which 

places the dealer in direct con- 

tact with selling forces and equips 

him with selling ammunition. 

Factory contact with the fran- 
chise dealer, which creates interest and re- 
sults in sales. 


Sales Manual 
This book tells the dealer and 


his salesmen exactly how to sell 
Standard Ranges to the consumer. 
It completely covers every step 
from interesting the consumer 
prospect to closing the sale. In 
itself this sales manual provides you with 
a real piece of sales promotional literature. 


Standard News 


A monthly mailing piece which 

is being sent to every logical 

retail outlet for Standard 

Ranges. Standard News is pav- 

ing the way for you to greater 

sales. Every issue contains inter- 
esting information for the retailer. If your 
dealers are not getting Standard News 
regularly notify us. 


Standard Literature 


Countless attractive and inter- 
esting circulars, folders and 
booklets are being constantly 
produced to help your dealers 
increase their sales on Standard 


Ranges. Check up with your dealers and 
be sure that they have an ample supply 
on hand at all times. The more they sell, 
the more business for you. 


Demonstration Film 


Visual demonstration, the most 
Q) powerful of all selling methods, 
is provided you in the new 
‘sy Standard demonstration film. 
This, and the sales helps men- 
tioned above offer you a huge reservoir of 
selling power. Study each thoroughly and 
put them to work for you. 


ELECTRIC STOVE CO., TOLEDO, OHIO 
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A Sales Booster 


for the Dull Months 


The Seventh Annual 
Summer Sales Contest 


Conducted by 
THE JOBBER’S SALESMAN 


July and August 


CRO 


Jobbers and Salesmen—this contest is simple to operate. 


It provides the salesmen with scores of opportunities 
to win $25 cash prizes. 


Helps to increase sales during the two slack summer 
months. Every salesman in the industry should be in 
this contest. 


Come on, you salesmen, get entered before the race 
starts. Just have your sales manager send in your name. 


CRO 


THE JOBBER’S SALESMAN 


520 No. Michigan Ave., Chicago 
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IT WON'T 
BE LONG 
NOW! 


Are All Your Initial 
Orders In? 


HE blistering hot days and sul- 
try nights will soon be here and 
with them a rush to the stores 
of your dealers for fans. Have you 
4 carefully checked over your list of 
; dealers and made sure you have se- 
| cured their initial stock order for 
Diehl fans? Never before has Diehl 











DIEHL 
Wind-O-Vent 
Home 
Ventilating 
Fans 











DIEHL 
Exhaust and 
Ventilating 

Fans 
9” to 48” 

Diameter 






















PELE RGR te 


f offered so much fan comfort for so 
4 little money and you know what that 
, means—easy sales for your dealers 


and plenty of repeat business for you. 
But you must be prepared when the 
rush comes! 


Be sure to see that your dealers are 










provided with Diehl Fan window DIEHL 

: displays and an ample supply of cata- ——— 
: ; logs, envelope enclosures, counter yt 

a cards, etc. When properly used these 


dealer helps SELL FANS and now 
is the time to put them to work! 


DIEHL FANS 


ricer eat 



























eA ie Rte 





DIEHL MANUFACTURING COMPANY 
Electrical Division of THE SINGER MANUFACTURING CO. 
ELIZABETHPORT,N. J. 


Atlanta Boston Chicago Columbus Dallas New York Philadelphia St. Louis 


Can GH ae ta: eee ae Atos fea: 






DIEHL 
Ceiling Fans 
32” to 56” 
Diameter 
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Pacific Coast 
South-West 











R. M. WAGGONER 
Asst. Sales Manager 
Northeastern Territory 


N. V. ARNTZEN H. Q. 
Asst. Sales Manager 
Pacific Coast Ter. 








NOACK S. P. LARSEN 


Pacific Coast 
North-West 


R. G. ROBBINS 
Asst. Sales Manager 
Southeastern Territory 


























———" 
L. J. CLAY 
Ky.—Ohio*—Tenn.* 
W. Va.*—Mich.* 


Cc. E. ADAMS 
N.Y.*—W. Va.* 
Pa.*—Md.*—Ohio* 
































J. D. POTTS, JR. 
Dela.—Pa.* 
Md.#—Va.* 


T. T. McLEMORE 
Ga.—Ala.—Fla. 
_Miss.*—La.* 














J. M. CREECH 
Ind.—vll1.#—Mich.* 


R. 0. BARNES 
Asst. Sales Manager 
Chicago-Midwest Territory 


G. T. BRUNDRETT 
Texas—Okla. 
La.*—N. M.* 























Cc. H. KEEN 
New York, 
Dist. Sales Mor. 


P. A. LOCKWOOD 
Me.—N. H.—Vt. 
Mass.—R. 1}. 








E. C. NELSON 
Kansas—Mo.—Ark, 
Tenn.*—Neb.* 
1. —Miss.* 


MEN YOU 


>|. F. WILDER 

N. Dak.—S. Dak. 
Minn.—Wisc. 

Mon.*—Mich.*—la, 





J. P. SPICER 
N. C.—S. C. 
W. Va.*—Va.* 





*Indicates 
States 
Covered 
Partially 
by each 
Repre- 
sentative 


SHOULD KNOW 











W. F. DANSBOE 
Wyo.—Colo.—Neb.* 
Idaho*—Mont.* 
New Mex.*—Texas* 





D. V. E 
Kan.—Mo.—Ark. 
Tenn.*—Neb.* 
111. *¥——Miss.* 


The TOPNOTCH salesmen, the big money makers in the 


Electrical Jobbing field, are the ones singled out by their 
customers to impart detailed knowledge of the lines they 


sell. The customer always seeks information. 

THE STAR PERFORMERS in this class constantly seek knowl- 
edge of the lines they sell from their factory supplier and 
the supplier's representatives. By diligent investigation they 
soon become classi- 
fied as “THE MEN 
WHO KNOW.” 
Hubbard and Com- 


pany maintains a 


Hubbaid «cove 


corps of thoroughly trained Sales Engineers to impart this 
knowledge to you, their intermediary between factory 
and consumer. 

It will pay you as an individual to cultivate the acquaint- 
ance of these men. Make them work for you. That is their job 
and their ambition. Team work between you will put Hubbard 
Hardware and Peirce Specialties over as never before. 
Become the fountain- 
head of information in 
your territory. Join the 
class of “THE MEN 





PITTSBURGH ” OAKLAND, CAL.* CHICAGO 


WHO KNOW.” 
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REG. U. S. PAT. OFF. 


hrough Jobbers Since 1917 


Year after year TRICO Products have increased their popu- 
larity through the jobber because of the co-operation and 
strict protection of the TRICO JOBBER POLICY. The 
reliability and dependability of all TRICO Products has 
been an outstanding factor in the growth of the company 
and increasing sales for the jobber 








“Colortop” Fuses have multiplied sales for the 
jobber, and continue as “ready sellers” because of 
the exclusive COLORTOP idea. The capacity of 
this fuse is known instantly by its color. 








Trico Renewable Fuses,with the “Powder- 
Packed” Renewal Element . . . Superior Time-Lag 
; copper-to-copper contacts, render a greater 
measure of service than the average renewable fuse. 


“Kantark”” Non-Renewable Fuses are built 
for service, not down to a price; that’s enough 
reason for making it a steady seller. 





Trt ise Pullers make fuse pulling absolute- 
ly nade. "ates horn fibre. Every box and switch- 


board should have at least one. 


i} Capid I IXTUTE Hangers were designed to 
meet “N. E.C.” No. 703, {-B. Get a sample of this 
TRICO Product... it will mean additional busi- 


ness for you. 








Klip lok Clamps are becoming more popular 
every day. With over 200,000 in service, the intro- 
duction of this device is complete. Get your share of 
this profitable KLIPLOK business now! 











TRICO FUSE MFG. CO. 


1004 W. McKinley Ave. 
MILWAUKEE WISCONSIN 


WY UM, 
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en Taison 


It is with a great deal of satisfaction that we 
announce to you one of the most important 
tie-ups ever effected in electro-mechanical engi- 
neering and merchandising. 





The AUDAK COMPANY, supreme in the 
electrical-acoustical line—its world-famous Elec- 
tro-Chromatic Pick-up and other electrical in- 
struments, the absolute standard by which others 
are judged and valued—and INGERSOLL- 
WATERBURY CO., for nearly a century cele- 
brated for high-precision time-pieces — have 
agreed to pool their matchless creative talents 
and facilities—to the end that America may 
have PERFECT electric time. 


A gigantic news story! 


As the electric clock has struggled toward 
higher standards, the electrical and mechanical 
phases have collided, hampered each other, 
militated against complete consumer satisfac- 
tion. It required the very keenest brains on 
both sides, working in double-harness, to over- 
come the many problems which average clock 
makers and average electrical engineers could 
not hope to solve. | 


Every radio-electric merchant thinks of the 
AUDAK COMPANY when he thinks of the finest 
type of electrical reproduction. You have always 
expected big things of us and we have always lived 
up to your expectations. Our new line will be more 
than dependable. It will be beautiful—a distin- 
guished group of time-tellers, electrically and me- 
chanically perfect, housed in accordance with 
AUDAK COMPANY ’s traditions of art and good 


taste. Could one say more? 


Watch carefully for our next news! 
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The AUDAK COMPANY 
565 FIFTH AVENUE : NEW YORK, N. Y. 


‘Creators of High Grade Electrical and Acoustical Apparatus Since 1915”’ 
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re MORE 


7o= OUTDOOR 
‘a. LIGHTING 




















She 





Straight line cut- 
off of light. 
Equalized luminos- 
ity over a_ wide 
area. Sizes from 
612 x8 in., 50-60 
W., to 16x 18 in., 
750-1000 W. Re- 
versible Q-D Sock- 
et fitting for flood- 
lighting. 


ITH customary foresight “Quad” engi- 
neers have met the demands for outdoor 
lighting with the new “Quad” No. 55 Sup- 
port Combination and with the new Rec- 
tangular Angle Reflectors that are QUICK- 
ee and INTERCHANGE- 


These two units meet all the require- 

ments arising from the vogue of 

PARKING night activity outdoors — sign and 
12="2F_3- building lighting, floodlighting for 
i. sports, miniature golf, used car lots, 
etc. Give efficient illumination over 

a wide area, easily installed, econom- 


ical to maintain. 





Poe ‘en: Saanntagesthe: 58 tao- Illustrated price sheet of new out- 
por ombDination wi oO. 


1165 VV. 200 W. Refector 4 Goor lighting units or complete cata- 
cing ny dewt em Jog of entire “Quad” line mailed on 
request. 


Notice: Q-D type Reflector cov- 


ered b U. S.  Paten No. J » 
ni a Get ready for a big season! 


QUADRANGLE MANUFACTURING CO. 


26 South Peoria Street Chicago, Illinois 
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SUPER B 
No. 21308 
Formerly Retailed $4.25 

Now $3.25 

SUPER B 


No. 22308 


Formerly Retailed $2.95 
Now $2.35 
Similar Reductions on All 
Other Burgess Radio 


Batteries : 
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with what “orphan” batteries of unknown manu- 
facture have been costing them. 

You've always wanted a chance to knock the 
daylights out of the non-quality battery and 
HERE IT IS. Go to it! 

Every radio user knows about Burgess Batteries. 
Thei 


those charged for non-quality batteries, which do 


BURGESS BATTERY COMPANY 


New York Boston 


SNAP LITE 




































OW you can go out and sell quality batteries 
to your dealers . . . at prices right in line 


ir quality! Their performance in every part of 
world under every condition of service. Their 
endability! Their uniformity! Now that they 
get these batteries at prices comparable to 


think they'll buy? You're right— Burgess! 
your dealers these facts and GET ORDERS, 


Engineers and Manufacturers of 
Electric and Acoustic Products 


General Sales Office: CHICAGO 


Chicago Atlanta Kansas City 
Minneapolis San Francisco Los Angeles 


In Canada: Niagara Falls and Winnipeg 









FLASHLIGHT 


NOW 
30‘ retail 
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Where Pittsburgh Standard Conduit, Enameled and Galvanized, is made. 


4) 1 





to each and every member 








Electrical Supply Jobbers 


—. 
TANDARD 


Association sence, 


caches the job 
% “i install” 





with success to your 


1931 Convention 


The fast fishing conduit 














PITTSBURGH 
ENAMELED METALS COMPANY (Ween ZN: y 
PITTSBURGH, PA. 


RS LABORATORIES INSPEC 


Manufacturers of 


Pst ap coll 


RIGID CONDUITS 
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New oe HEMINGRAY 


|| of Glass Insulators 
















































































rs 
| LTT = 8 7; ” li 
||| WSF for distribution lines 
aan - V/, a 
tii] VYZ 
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1} | | D-990 


For Secondary Circuits and 
Low Voltage Lines. 














fax 


cama h Seaoeat 








D-512 


For 2300 V, 4600 and 
4000 Y Primary Circuits 


Voltage Rating.......... 
atic snetea stad 6600 Volts 


Dry Fiash-over............ 
Seaton 50,000 Volts 


Wet Flash-over.......... D-510 


7 
scat aiis 30,000 Volts For 2300 V, 4600 and 4000 
Y Primary Circuits 











4 
Rud 











eat shock tested at 


Voltage Rating......6600 Volts 
the factory by a Dry Flash-over..40,000 Volts 
more severe change Wet Flash-over..22,000 Volts 


than ever can be experienced in any 
possible weather condition. 


These new glass insulators are the latest strength. Glass does not age, is non- 
addition to the Hemingray well known and porous, and transparent. 
widely used line and are the result of years 


Hemingray glass insulators provide the 
of research. 


most resistant insulating material to weath- 
They were specially designed to meet the ering conditions and lower construction 
prsent-day needs of primary and secondary costs. 

distribution service. They are correct as 
to electical and mechanical characteristics 
and effect true economy. 


The careful annealing and the severe tests 
given this new line of insulators at the 


factory eliminates breakage difficulties and 
The name Hemingray on glass insulators 


for years has stood for uniformity in in- 
sulating quality and great mechanical Write for descriptive bulletin. 


HEMINGRAY GLASS Co. 
MUNCIE, INDIANA 


HEMINGRAY 


insures uninterrupted service. 
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CRESCENT 
PRODUCTS 


““Crescent’’ National Elec- 
tric Code Rubber Cov- 
ered Wire and Cable. 

Intermediate Grade Rub- 
ber Covered Wire and 
Cable. 

‘Imperial 30% Rubber 
Covered Wire and 
Cable. 

**Crescent’’ Lead Encased 
Wire and Cable. 
“Crescent” A. B. C. 
Armored Bushed Cable. 
“‘Crescent’’ Lead Covered 
Armored Cable. 

““Crescent’”’ Flexible Me- 
tallic Conduit. 

“‘Cresflex’’ Non-Metallic 
Sheathed Cable. 

“Crescent’’ Varnished 
Cambric Cable, Lead 
Encased or Braided. 

All kinds of special wires 
and cables 


CRESCENT 
WIRE by 


the carload, or 


by the coil, is always a 
dependable product. The 
same high ideals of qual- 
ity go into its construc- 
tion, regardless of size. 


The most careful atten- 
tion to the selection of 
taw materials—the most 
rigid inspection at every 
stage of manufacture— 
the use of only experi- 
enced and intelligent labor 
—and, in addition to all 
this, a management with 
nearly half a century of 
intimate acquaintance 
with the needs of the 
wire industry, assure you 
and your customers of 
a product that will 
build up good 
will and pres- 
tige from 
the start. 


Try 

going 

after more 

business with 
CRESCENT WIRE, 

and you'll appreciate 
the backing of a good name. 


RESCEN 


Insulated Wire and lable ©. 


CRESCENT ARMORED WIRE CO. 
TRENTON N.J. 
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A mounted copy of the color page as 
it appears in Good Housekeeping is 
ready for your use. Write for it Today 


STAR-Rite 
MAGIC MAID 


BEATER - JUICE EXTRACTOR 


The sales sensation of the year 


MIXER - 


Sell 3 out of 5 dealers simply by showing it! 


"192° 


$19.95 in Denver and West 
Coast. In Canada, $22.50. 


Month after month record break- 
ing sales are proving that MAGIC 
MAID is the selling sensation of the 
year. Ask any electrical or hardware 
dealer... department store buyer... 
utility merchandise manager. They’ll 
all tell you. There’s only one story 
on the STAR-Rite MAGIC MAID. 
It’s a new idea in an efficient and low 
priced BEATER— MIXER—JUICE 
EXTRACTOR combination that sells 

and how! 

Jobbers salesmen everywhere have 
found this multi-purpose kitchen 
helper the fastest selling electrical 
appliance of its kind ever offered. At 


its price, there’s nothing like it on 
the dealers’ shelves today. And women 
buy it on sight, for it’s needed in 
every home. 


Be sure to get full story 


Send the coupon today for complete 
dealer brochure, giving list of spec- 
tacular department store sales, also 
details of dealers’ sales helps, and 
other merchandising and selling ma- 
terial that is helping to make the 
MAGIC MAID such a big success. 

You owe it to yourself—your organ- 
ization—and your trade to carry and 
demonstrate this new big value. 


The Fitzgerald Manufacturing Co., Torrington, Conn. 


The Canadian Fitzgerald Manufacturing Co., Toronto, Canada 


x STAR-Rite x 
XX fy | 


Coupon brings complete story 


4 ' i 
4h The Fitzgerald Mfg. Company, Dept. 6 M, Torrington, Conn. 1 


a Gentlemen: Kindly send me full information on the Magic Maid's 
spectacular success together with details of sales methods and 
sales helps. 


Name - - - —_——— 


Address 
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GET THE FACTS TODAY 
ON THIS WONDER IRON 








“CORDLESS” 


“THE LIFETIME IRON’’ 


Operates Without a Cord 


Thermostatically Controlled—Cannot Overheat 
List Price $ Se B inest. "Everswhere the New CORDLESS IRON hep been pre 


sented it has met with sensational response, for 

It completely solves the “bothersome, in the way cord problem”’, 
that has irked the patience of the housewife since the invention 
and widespread use of the Electric Irons. Dealers are immediately 
interested because they know it will sell. 





GO OVER THESE FEATURES 


1. Perfect shaped sole plate devel- 5. No more broken cords. 

oped by ironing tests. 6. Guaranteed for ten years against 
2. No interference—perfect ironing. defective workmanship and mate- 
3. Quicker, easier, more comfortable rials. 

ironing. 7. Graceful appearance. 
4. Air cooled handle—Air cooled 


The CORD AUTOMATIC ELECTRIC IRON — 


Designed to work on 110 volt direct or alternating current, 25, 30, 50 and 60 
Identical in construction to the CORD- cycle and is furnished in either 990 watts or 1500 watts rating at no increase 
LESS IRON with the exception of the in price, Although of high wattage these irons use less current than any other 
cordless feature, Thermostatically Electric Iron on the market, 
controlled against overheating. Guar- It is guaranteed to heat faster and retain its heat longer than any other 
anteed for 10 years. Electric Iron ever made. 


$ 5 O There are orders awaiting you in every retail outlet in your territory. Be the 
first to present it to the dealers in your vicinity. 


Write us today for full details 


ENTERPRISE CORPORATION 


1160 Chatham Court « « CHICAGO 











LIST PRICE 














June, 1981 THE JOBBER’SMIJSALESMAN 87 





FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTRY. 








NIVERSARY 
YEAR 











A message to the 
Jobber’s Salesmen 


OR 40 years we’ve worked together—jobber, jobber’s 

salesmen and manufacturer— building each other’s 

business, and building an ever-increasing consumer 
demand for Emerson products. 

We wish to take this opportunity to thank the Emerson 
jobber’s salesmen for their splendid co-operation in the past. 
Your work has helped us to provide a larger and more com- 
plete fan and ventilating equipment line—with bigger sell- 
ing opportunities for you this year than ever before. 


THE EMERSON ELECTRIC MFG. CO., 2018 Washington Avenue, Saint Louis 
806 West Washington Boulevard, Chicago, 155 Sixth Avenue, New York City 


EMERSON ‘@ 


FANS*>MOTORSJI we 


Exhaust and Ventilating Equipment 


EMERSON, 


oy 
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NOW is the time 
to SELL 


WHEELER OUTDOOR 
LIGHTING EQUIPMENT 


More equipment for the lighting of recreation grounds 
will doubtless be sold this season than ever before—and 
now is the time to go after it! In the wide range of 
Wheeler Equipment, you will find an answer to any 
problem of outdoor lighting you may encounter. The 
service of Wheeler Engineers is available at all times to 





aid you in making recommendations for special light- 


ing requirements. 


The quality of Wheeler products 


cannot be surpassed—neither can the profits they will 


win for you. 


OUTSIDE FLOODLIGHTING 
UNIT 

FOR FLOODLIGHTING _GASO- 

LENE STATIONS, PLAYGROUNDS, 

PARKING AREAS, DRILL 

GROUNDS, BATHING BEACHES, 

GOLF COURSES, ETC. 


A sturdy, weather- 
proof unit, for use on 
all outside installations 
where large open areas 
are to be lighted. 
Can be mounted sepa- 
rately or in pairs. Ad- 
justable vertically or 
horizontally, allowing 
light to be directed as 
desired. Accommodates 
one 750, 1000 or 1500 
watt lamp. Easily wired, 
quickly installed. 


SHORT RANGE FLOODLIGHT 


FOR FLOODLIGHTING BUILD- 
INGS, YARDS, BUILDING CON- 


STRUCTION, PARKING 


SPACES, ETC. 

Designed for general short 
range floodlighting service. Can 
be mounted at any angle and 
adjusted to the desired focus. 
All parts are of aluminum and 
entirely weatherproof. The body 
contains a_ parabolic reflector 
and has a hinged door fitted with 
a diffusing glass lens. Accom- 
modates a 300 or 500 watt gen- 
eral service lamp. A_ highly 
efficient unit. 


R. L. M. STANDARD DOME 


FOR LIGHTING MINIA- 
TURE GOLF COURSES, 
ROADSIDE STANDS, OUT- 
DOOR DISPLAYS, ETC. 


Wheeler RLM Domes pro- 
vide a broad even flood of 
light over any playing area, 
eliminating shadows and 
glare. Available with Wheeler Durex, Duratach or “S” 
canopy constructions. Dustight Glass Cover is available 
for protection of reflector interior. 


ONE PIECE ISOLUX 


SIDE LIGHTING UNIT, FOR 
FACTORIES, YARDS, PLAT- 
FORMS, SKATING RINKS, 
TENNIS COURTS, ETC. 


Wheeler One-Piece Isolux 
is a highly efficient unit 
wherever overhead lighting 
cannot be employed. It is 
ruggedly constructed and 
provides a light distribution 
wide enough to meet the most 
difficult requirements. Vary- 
ing sizes will accommodate 
100 to 1000 watt lamps. 





® 


Suspension Fittings for Wheeler Outdoor Lighting Units 
are available. They may be obtained with Suspension 
Loop or with Cable Grip, as desired. 





WHEELER REFLECTOR COMPANY, 275 CONGRESS ST., BOSTON, MASS. 


NEW YORK CHICAGO 


CLEVELAND ATLANTA 


Sales Offices: St. Louis, Indianapolis, Los Angeles, San Francisco, Seattle. In Canada, Canadian General Electric Co., Ltd. 
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SEASONS BEST 


LES BUILDERS 
for the Independent Jobber 


NDUCTION motor fans are the popular fans this season 

. .. their display by dealers now point the way to 

greater fan sales . . . no radio interference from Signal 

or Cool Spot Induction motor fans ... and each a de- 
pendable fan built for long service. 


These Induction motor fans are only the leaders of a 
complete line of fans .. . price range from $3.95 to $30 
list... a price and fan to meet every customer’s need... 
the most complete line of fans offered by any manufac- 
turer ... exceptional opportunities for dealers to profit 
this season. 


Your dealers have been urged to get their stocks ready 
for the fan season . . . now is their time to begin active 
selling. 

SIGNAL ELECTRIC MFG. CO. 


MENOMINEE, MICHIGAN 
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SELL WITH CERTAINTY 


ing easy, effective and profitable. 


( \URELY there is no greater aid to suc- 


) cessful selling than certainty. 


Certainty that the merchandise you sell 
your 
service and bring them back again and 
again. 


More important, however, is the certainty 
that you are receiving 100% price and 
selling protection from the manufacturer. 
Only with absolute knowledge that you 
are being fully protected can you sell with 
that kind of confidence which makes sell- 


customers will deliver satisfactory 


Plymouth policy of protection to the 
wholesaler is a proven one. It is clear- 
cut and definite. 


The superior quality of Plymouth Prod- 
ucts has been thoroughly demonstrated 
everywhere tape is used. 


Plymouth Products—SLIPKNOT and 
CANTON FRICTION TAPES and 
P. R. Splicing Compounds and Plymouth 
Policies are your guarantee of greater 
tape sales. 


SELL PLYMOUTH PRODUCTS and YOU SELL WITH CERTAINTY 


PLYMOUTH RUBBER CO.,, Inc. 


MANUFACTURERS SINCE 1896 


CANTON, MASS. 
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Radio Wholesalers Association, inc. 


Harry Alter, Pres. 


Robert Himmel, Treas. 











Raoio 


Roy Thomas, Vice-Pres. 


Fred Wiebe, Vice-Pres. 


Chicago Chicago Los Angeles St. Louis 
H se WATT . , 
J. Newcomb Blackman, Vice-Pres. Howard Shartle, Sec. SSOCIATION, H. G. Erstrom James Aitken, Vice-Pres. 
New York Cleveland Executive Vice-Pres. Toledo 
Chicago 
Peter Sampson 
Chairman of Board 
Chicago 


The information on this and the following pages has been prepared by 


H. G. Erstrom, Executive Vice-President, by Authorization of the Board 
of Directors of the Radio Wholesalers Association on June 5, 1929. 


Date for National Radio 
Week Set 


ATIONAL Radio Week for 
N 1931 has been definitely set 
as the week of September 21 
to 27 which coincides with the date 
of the Radio World’s Fair in New 
York. It will be recalled that last 
year 35 cities observed the event, 32 
chain programs were dedicated to 
radio, and over 200 broadcasting sta- 
tions carried announcements celebrat- 
ing radio’s tenth birthday. The exec- 
utive offices have already started on 
plans for making National Radio 
Week a more elaborate event this 
year than ever before. Further de- 
tails for the observance of the event 
will be given out at a later date. 
Meetings of the Radio Wholesalers 
Association and the National Federa- 
tion of Radio Associations have been 
definitely arranged for their Bi-An- 
nual Convention held concurrently 
with the R.M.A. Trade Show and 
Convention. The following program 
of meetings has been officially ap- 
proved by the Board of Directors: 
Monday—June 8th—10:30 A. M. 
— Board of Directors meeting — 
N. F.R. A. & R. W. A. 
2:00 P. M.—Committee Meetings. 
—Set Committee—David Goldman, 


Chairman. Tube Committee — J. 
Newcomb Blackman, Chairman. 
Traffic Committee—Francis Stern, 


Chairman. Membership Committee 
—H. J. Shartle, Chairman. Supple- 
mentary Line Committee—R. Him- 
mel, Chairman. 

Tuesday—June 9th—10:00 A. M. 
—Radio Industries meeting open to 
entire trade—N. F. R. A., R. W. A. 
and R. M. A. 

12:00 M.—Joint Luncheon with 
Boards of Directors of R. M. A., 





N. A. B., I. R. E., N. F. R. A. and 
R. W. A. 

Wednesday—June 10—10:00 A. 
M.—R. W. A. Membership meeting. 

3:00 P. M.—Radio Press Associa- 
tion. 

Thursday—June 11—10:00 A. M. 
—R. W. A. Membership meeting. 


Board of Directors Hold Meeting 


The Board of Directors of the Na- 
tional Federation of Radio Associa- 
tions and the Radio Wholesalers As- 
sociation held a meeting at the Hotel 
Pennsylvania, New York City, on 
April 24, 1931, for a discussion of 
the progress of the work being done 
by the association and laying plans 
for future activities. T. W. Conron 
of the Conron-Williams Co., Peoria, 
Ill., has been elected a director of 
the R. W. A. from Zone Six to fill the 
unexpired term of Mr. E. A. Nich- 
olas who recently resigned from the 
distributing organization bearing his 
name to become general sales man- 
ager of RCA. Mr. Conron is one of 
the oldest radio distributors in the 
State of Illinois and is highly thought 
of by the radio trade. 

Executive Vice-President Erstrom 
revealed the fact that 111 wholesalers 
have agreed to report their monthly 
sales and inventory figures to the 
executive offices. The summary of 
the first quarter’s business has been 
made and released to those contribut- 
ing their monthly figures to the sur- 
vey. The 111 wholesalers have 
signed an agreement to present their 
figures each month to the executive 
offices, thus insuring the success of 
the plan in that the same wholesalers 
will be reporting regularly. They 
are well spread geographically and 
represent every leading national 
known line so that the averages rep- 





resent a true composite picture of 
the radio wholesaling business. 


New Members 


The executive offices wishes to an- 
nounce the acceptance of the follow- 
ing new members: Howe & Co., 841 
Boylston St., Boston, Mass., Lee R. 
Howe; Crosley Distributing Corp., 
160 E. Illinois St., Chicago, J. J. 
Reilly; R. H. McMann, Inc., 12 
Warren St., New York, N. Y., R. H. 
McMann; James C. MacDermott 
Co., 1302 Jackson St., Toledo. H. H. 
Henkes; Toledo Automatic Equip. 
Co., 135 17th St., Toledo, V. J. Mc- 
Granahan ; Commercial Electric Co., 
14 N. Erie St., Toledo, N. C. Gold- 
man, and Detroit Majestic Products 
Corp., 101 E. Jefferson, Detroit, H. 
H. Abrahams. 

Press Association to Interview Trade 
Leaders 

Editors of the trade magazines will 
publicly interview leaders of the ra- 
dio industry at the Annual Meeting 
of the Radio Press Association at 
the Stevens Hotel at 3 P. M., Wed- 
nesday, June 10, according to an 
announcement just made by the offi- 
cials of the Radio Press Association. 

This session of the Press Associa- 
tion will be practically the only open 
forum discussion to be held during 
the week when the heads of the in- 
dustry in all branches will be given 
an opportunity to express themselves 
upon current trade problems, the 
business prospects for 1931 and the 
trend of future developments. Each 
gentleman will be given an opportu- 
nity to first make a statement out- 
lining his own views and will ther 
be questioned by the editors on im 
portant trade problems. 

Among those who have been in 
vited to attend the meeting are: Mor 
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Keeping cool and collected. Here we 
have the girls of the City Electric Com- 
pany, Syracuse, N. Y. perched on one 
of the new refrigerators carried by that 
company. The girls, from left to right, 
are, Mary Kalucke, Ethel Berkman, 
Lucille Muir and Stella Finklestein. 





ris Metcalf; J. Clark Coit; Wm. 
Powell Crosley ; Paul Klugh ; 
B. J. Grigsby; E. A. Nicholas; B. 
G. Erskine; George Lewis; Louis 
Buehn; James Aitken; J. Newcomb 
Blackman; Eugene Farny; Michael 
Ert, and Harold Wrape. Officers of 
the Radio Press Association include: 
Harry H. Cory, president ; Lee Rob- 
inson, vice-president ; Weston Wrig- 
ley, vice-president ; O. J. Willoughby, 
vice-president; W. J. McLaughlin, 
secretary-treasurer, H. G. Erstrom, 
executive vice-president. 


Sparks ; 


* * * 
J. P. Lawrence Purchases 
Company Stock 
J. P. Lawrence, president of Her- 
brick and Lawrence, Nashville, 
Tenn., bought the entire capital stock 
of the company on March 1. 
a 


Co-op Moves to Larger 
Quarters 

H. D. Roseth, president, announces 
the removal of the Co-op Electric 
Supply Co., from 663 West Wash- 
ington St., to better and larger quar- 
ters at 812-822 West Jackson Boule- 
vard, Chicago. 

a ae 
Los Angeles Club Gives 
Party 

Plans are being made for the third 
annual ’49 Camp “Stag Party” to be 
held by the Los Angeles Electric 
Club during the evening of June 5 
at the Uplifters Club in Santa Mon- 
ica Canyon. Carl Buratti, Johns- 
Manville Sales Corp. is general chair- 
man in charge of arrangements, and 
Harold Thrane, sales manager, Gen- 


eral Electric Supply Corp. is vice- 

chairman. Charcoal broiled steaks 

will have a prominent place on the 

menu being planned for this party, 

which is expected to be as great a 

success as its two predecessors. 
ee 


Electric Sales Adds Floor 
Space 
Over 1200 sq. ft. of floor space 
have been added by the Electric Sales 
Co., Corpus Christi, Tex. 
* * * 


Germantown Improves Store 
Layout 

The Germantown Electric Supply 

Co., Philadelphia, has modernized its 

store layout. Additional shelving has 

been added and the building improved 


all around. 
* ok x 


New Leagues Formed 

The Society For Electrical Devel- 
opment reports the organization of 
the Electrical League of Geneva, 
New York, and the Electric League 
of Asheville, N. C. This brings the 
total number of local electrical 
leagues in the United States and 
Canada up to 116. 


* * xX 


Arvedon Enlarges Showroom 


Arvedon Bros., Inc., Lawrence, 
Mass., is enlarging its showroom, ex- 
tending the fixtures towards the front 
of the store. 


J. E. Barhydt Passes Away 
J. E.  Barhydt, who traveled 
northeastern Kansas for the Amer- 
ican Electric Co., St. Joseph, Mo., 
passed away in January. He was 50 
years old and was one of the pioneer 
electrical salesmen. His numerous 
friends will deeply regret his depar- 
ture as he was honorable in all of his 
dealings and highly respected by all 
who knew him. 
* * * 
New York House Issues 
Catalog 
The Garfield & Elliot Supply Co., 
Inc., New York, are issuing a new 
250 page lighting catalog. The first 
lighting catalog of this firm was four 
pages, but each succeeding issue has 
been larger than the last. 
ee 
Wanted—a Fat Giraffe 
An eastern jobber recently had a 
request for a floor lamp to represent 
a giraffe, the order being placed 
through the contractor by a wealthy 
home owner for his child’s nursery. 
The giraffe was made to order. On 
seeing the finished product the cus- 
tomer refused to accept the product 
declaring that the giraffe was en- 
tirely too thin—despite the assur- 
ance of the jobber that in these days 
even giraffes must be thin to be 
stylish. Anyone in the market for 
a thin, formerly high priced giraffe 
floor lamp please advise JOBBER’S 
SALESMAN, 








The sales staff of the Gertler Electric Co., New York which competed in the 
“RCA Enrollment Campaign” held during January and February, finished in 


second place in the contest. 
first place by only two dealers. 


It was a close race, the Gertler salesmen losing 
The boys were presented with bonus checks 


at au RCA Radiotron meeting last month. First prize winner was Harry LaGue, 
while other bonus recipients were: Jack Greenfield; A. Gershoff; John Bird; 
William Casey and F. A. Burger. Presiding and participating in the distribution 
of the rewards were N. Gertler, head of the firm, and F. B. Wanselow, eastern 


district sales manager of RCA Radiotron Co. 


Buffet luncheon was served on 


the premises with all the branch managers present. 
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A Scientific Service 


that is alsoa... 
SELLING SERVICE 























N the copper-screened testing room of 

JOIN US the Sylvania laboratory you will find 

AT THE Sylvania Tubes undergoing a dramatic 
RMA SHOW and rigorous test. 

Chicago—June 8th to 12th They are being tried out in a standard set 

Ballroom Booths B 1-2-3 of every one of the makes listed on this ad- 

eta — vertisement. They are being passed only 

16th Floor, Stevens Hotel after meeting the highest standards of tone 

. distance ... volume . . . sharp-tuning. 

This scientific set-testing service is actu- 








ally a SALES SERVICE for you. It proves 
to your customer that the tubes you sell are 
right for his set. And it proves it in the 
easiest possible way! 

Write for a copy of the new Certified Test 
Chart, showing the proper tube assortment 
for over 300 makes and models and including 
a signed statement by the man who directs 
Sylvania’s skilled engineers. We want you 
to learn for yourself how you can join suc- 
cessful dealers everywhere in faster sales 
and quicker profits from Set-Tested Tubes. 
Address Dept. W-6-1, Sylvania Products 
Co., Emporium, Penna. 


Reg. U.S. Pat. Off. 


ff ‘tHE SET-TESTED TUBE 


























Atwater Kent 


General Electric 
General Motors 


Silver Marshall 


Star-Raider 


Stewart Warner 
Story & Clark 
Stromberg Carlson 


Westinghouse 











Licensed under RCA Patents 


Apex 


Audiola 
Bosch 
Brunswick 
Clarion 
Colonial 
Crosley 
Edison 
Erla 


Fada 


Graybar 
Grebe 
Gulbransen 
Howard 
Kennedy 
Kolster 
Lyric 
Majestic 
Philco 
Radiola 


Sonora 
Sparton 


Steinite 
Sterling 


Victor 


Zaney Gill 
Zenith 
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The possibility of the formation of an “Old-Timers’ Club” comprised of veterans 
of the electrical industry in Cleveland, loomed late in February as the aftermath 
of an “Old-Timers’ Meeting” of the Electrical League of Cleveland. The forma- 
tion of such a club was urged by A. L. Oppenkeimer, veteran of 43 years in the 


local industry and president of Enterprise Electric Lighting Fixtures, Inc. 


An 


“electrical Father Time” came to life, at the meeting, to cite highlights of the 


careers of representative old-timers who sat at the speakers’ table. 


The role of 


the bearded yarn-spinner was played by David Aitken, Sr., of the George Worth- 


ington Co. 


Speakers at the meeting, all veterans of 35 years or more in the 


Cleveland electrical field, included: G. E. Miller, sales manager, Cleveland Electric 
Illuminating Co.; Jack Kermode, superintendent of service, of the same company; 
Andrew Squire, attorney, prominent in electrical field; Norman Anderson, veteran 


Ohio Bell Telephone worker; J. 


Robert Crouse, of the Society for Electrical 


Development; Geo. S. Milner, Milner Electric Co. and Terrence Scullen, formerly 


of Cleveland Railway Co. 





David Aitken 
(Continued from Page 20) 
cousin was going into the City Engi- 
neering department and that David 
could have his job if he cared for it. 
Incidentally, Alex Aitken is still City 

Engineer at Erie. 

Needless to say, Mr. Aitken ac- 
cepted the position and went to work 
at once. This was in 1897, and he 
stayed four years. Then, feeling 
that he could go no higher there, 
he began watching the classified ad- 
vertisements for help in the Elec- 
trical World and Engineer. Before 
long he selected and answered one 
calling for a young man who under- 
stood the electrical business. His 
application went to the magazine in 
New York, and soon after he re- 
ceived a letter from the Electric 
Supply and Mfg. Co., 64 Public 
Square, Cleveland. He went there 
for an interview and was hired as 
store salesman. Toward the end of 
that year, 1901, he went on the road. 
At that time there were only two 
jobber’s salesmen traveling out of 
Cleveland —himself and Howard 
Balliett. The latter was then with 
the Cleveland Supply and Mfg. Co., 
and is still in Cleveland, representing 
the Belden Mfg. Co. 

About this time Mr. Aitken sensed 
the possibilities in annexing elec- 


trical supplies to the hardware busi- 
ness. The Geo. Worthington Co. 


was seeking a line to bolster up the 
then waning bicycle volume, and 
after they got together Mr. Aitken 
entered the employ of the company 
via the bicycle department, but for 
the purpose of building up an elec- 


trical jobbing business. The splen- 
did manner in which Mr. Aitken has 
accomplished this job needs no spe- 
cial mention here—it is well known 
to all the trade. 

In movements for the betterment 
of the industry Mr. Aitken has al- 
ways done his bit quietly but effec- 
tively. He is a director of the Elec- 
trical League of Cleveland and was 
its third president in 1912. He be- 
longs to the Chamber of Commerce 
and is a member of the Kiwanis 
Club. 

On January 1, 1900, he married 
Miss Margaret E. Schaaf, of Erie, 
Pa., and they have four children. 
Milton L., 28, is an electrical engi- 
neer specializing on motor applica- 
tions for the Robbins and Myers Co. ; 
David, Jr., is an illuminating engi- 
neer in the sales division of the 
Cleveland Electric Illuminating Co. ; 
Irene Annabel is a teacher of Eng- 
lish at Central High School and has 
recently been made director of visual 
education there; Russell Barnett, 21, 


graduated June 3 from the Cleveland 
School of Arts. 

David Aitken has never allowed 
himself to be used as an example of 
a self-made man and sees nothing 
spectacular in his career, but he is 
justly proud of his firm and his long 
connection with it. He is also proud 
that he has been able to come through 
and see his dream of a happy, cul- 
tured family materialize. It was 
work that did it, and, believe it or 
not, the hard work of building busi- 
ness is his favorite pastime. 


* * Xx 


Baltimore Holds First Or- 
ganized Electrical Exhibit 
Baltimore’s first organized elec- 

trical exhibit was conducted by the 

Electrical League of Baltimore 

April 29 to May 1 inclusive. Elab- 

orate exhibits were on display by 45 

nationally known electrical manufac- 

turers at the Commerce Building, 22 

Light St. 

The unique feature of the show 
was that it was not open to the gen- 
eral public, admission being given 
only to architects, engineers, indus- 
trial buyers and the electrical trade. 

The show was advertised by per- 
sonal calls, letters and stickers that 
went out in all mail addressed to the 
trade. 

On account of the spectacular suc- 
cess of this show in acquainting the 
trade with the products exhibited, it 
was decided to hold it annually. 


* *«* * 


Standardization in Handling 
Customers’ Orders 
(Continued from Page 11) 


doing so. However, he did not suc- 
ceed, as the dealer is still buying 
from us and states that he intends 
to give us more business in the fu- 
ture. 

I could mention several other sim- 
ilar instances but they would only 
point to the fact that these practices 
only cost money as every reasonable 
man knows. And, nine times out of 
ten, you still fail to get the dealer’s 
business. He only uses you as a 
dumping ground for merchandise he 
cannot dispose of elsewhere. Even 
if you do succeed in getting the cus- 
tomer, you have made his business 
so unprofitable that it is not desir- 
able and as soon as you discontinue 
taking back the goods he wishes to 
return he will look for some other 
wholesaler who will accept them. 
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Here is an 


The LaSalle 


Moderne 




















NLAND endorses whole heartedly The Jobber’s 
Salesman plan for intensive selling in the elec- 
trical field. Intensive selling is now a necessity. It 
is the only method that will bring to the electrical 


industry a correct proportion of the consumer 


dollar. 


We must all do our part. Inland has given dis- 
tributors a line of commercial luminares, tasteful 
in decorations, beautiful in shapes and correct in 


illuminating functions. 


This line lends itself to quick and profitable 
returns from intensive selling. The “La Salle 
Moderne”’ displayed on this page sells so easily that 
any special attention you give to its sale in your ter- 
ritory will quickly prove the value and wisdom of 
the general plan for intensive selling. It is itself 


an endorsement! 


INLAND GLASS WORKS, Inc. 
CHICAGO, ILL. 
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MCGILL 
NEWS 


Published Monthly by McGill Manufac- 
turing Company, Box 658, Valparaiso, 
Indiana, to bring you friendly thoughts 
and news about electrical specialties of 
quality 





JUNE 1931 No. 9 of a Series 





The Prospects 
are Good! 


Salesmen who have made a list of 
garages, filling stations, large and 


small manufacturers, printing 
plants, round houses, paper and 
textile mills, churches, schools, 
and warehouses ... find it in- 
cludes a rich and immediate mar- 
ket for sales of McGill Electrical 
Specialties of all kinds. 

McGill products with their en- 
viable reputation for quality and 
service are easy to sell, because 
there is extra value in every unit 

. reason enough why jobber’s 
salesmen who are digging for 
new and better business are find- 
ing that “the prospects are good.” 

Check up on this valuable line of spe- 
cialties. We'll gladly send you the handy 
pocket-size catalog shown below, and 


also the regular large issue of the McGill 
News, at your request. 








| There are other ways in which the 
| return privilege is being abused, such 
|as taking back goods left over after 
ja job is completed and goods out of 
| season, such as appliances, specialties, 
|etc. One form which is important 
|at this time is the return of C.O.D. 
|shipments which the customer has 
failed to take up or refused for one 
reason or another. We have several 
customers who have done this recent- 
\ly for no good reason and we have 
| refused to sell them any more mer- 
|chandise without either cash in ad- 
/vance or a substantial cash deposit. 
| Yet we know that some of these cus- 
'tomers who are absolutely unreliable 
|are buying from other wholesalers 
|on open account. If we wholesalers 
| will work together in handling these 
customers on this basis, we shall soon 
eliminate this evil. 

We cannot be sure of tracing down 
'all the costs which enter into the re- 
‘turn of merchandise and, while a 
10% restocking charge is made, we 
'know this does not cover the added 
expense of the salesman’s time in se- 
curing the original order, the cost of 
reselling, the wrapping and packing 
‘and the additional accounting and 
'correspondence. Mr. Rowland told 
|you yesterday what a 1% price cut 
means to your gross profits. The 
|same principle applies to the return 
_of merchandise. 

Our returned goods problem can 
_be partially solved if we will make 
|it a part of our policy to deduct 10% 
of the cost of the goods, if we have 
'a clear understanding with the cus- 
'tomer when a sale is made for a par- 
ticular job, and if we refuse to ac- 
cept the return of those goods which 
| were ordered special and those which 
/are not saleable or were purchased 
'from someone else. But we can do 
still more by educating the dealer 
|against returns, just as we are edu- 
‘cating him at the present time to re- 
turn merchandise to his supplier. 
Where goods are returned or where 
a request for permission to return is 
received, write the dealer and tell him 
courteously of the injustice which he 
inflicts upon the wholesaler, and of 
'the additional expense created. In 
| most cases he will keep the goods or 
accept them back if he has already 
returned them. You will find that he 
'will continue to give you his busi- 
ness, too. 

We shall never be able to remove 
'the returned goods evil entirely but 
certainly we shall be able to cut the 


percentage figures to a minimum and 
to a point where it will affect our 
gross profits very little if we will only 
co-operate in carrying out the plan 
which I have mentioned. This plan 
briefly is as follows: 

1. Do not under any circumstances 
accept goods which the dealer 
has purchased elsewhere. 

Do not accept return of non- 
saleable or special material. 
Have understanding with cus- 
tomer that when material is 
purchased for a particular job, 
he is to keep all not used. 
Always deduct a 10% service 
charge and transportation on 
material which it is necessary 
to accept, unless return is result 
of house error in some way. 
Write all customers who have 
returned merchandise or who 
want to return it, explaining 
cost of taking it back and in- 
justice which he is doing to 
you and try to induce him to 
keep it. 

Ship no merchandise on open 
account to customers who 
should be C. O. D. 

When C. O. D. shipments are 
returned without good reason, 
ask customer for cash in ad- 
vance on future orders 

Editor’s Note—The balance of 

this article discussing complaints and 
reverse charges on telephone calls 
will be run in an early issue, 


Selling Electrical Contractors 
at 25% Gross Profit 
(Continued from Page 19) 

temporarily tied up. In carrying 

Such accounts, a 30-day interest-bear- 

ing note is always obtained which 

is secured by proper collateral. This 
note is renewed for 30 day periods 
if necessary. This wholesaler be- 
lieves that he has done more to build 
his contractors’ business by financial 
help of this kind than by helping 
contractors to figure and secure jobs. 

Heretofore, little effort has been 
expended on industrial plants. How- 
ever, a series of direct mail pieces 
has just been started to a selected 
list of about 200 industrial prospects. 

These letters will emphasize the tech- 

nical training of their salesmen, also 

the fact that the engineering facili- 
ties of the manufacturers represented 
by this wholesaler are freely avail- 
able to local industrial plants in meet- 


(Turn to Page 108) 
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KoOOt » » Door 


Electrical Division 
STEEL and TUBES, Inc 
CLEVELAND, OHIO 
(4 Unit of Republic Steel Corp.) 






“” Steeltubes 


OST of your lines are an old story to your customers 
and prospects. 


Few of them have heard the WHOLE story of Steeltubes. The 
first salesman to tell it is usually the salesman who gets the 
order. 


Most contractors know that Steeltubes is light . . . tough and 
rigid, yet easy to bend .. . easy to cut . . . needs no threading. 
Most of them know that it is now approved, by revision of 
the Electrical Committee in The National Electrical Code, for 
both OPEN and CONCEALED work in sizes up to 2” and for 


voltages up to 300. 


But they don’t know what ability it has to make electrical dol- 
lars go further. It opens the way to the use of more outlets 
. . . additional wiring . . . more desirable profit for the con- 
tractor. 


Put your foot in the door by selling first orders of Steeltubes. 
It’s an easy way to open up new accounts. 


Steeltubes 


THE MODERN THREADLESS CONDUIT 
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PIERCING 
THE pitt 
NIGHT ‘~ 


MASSIVE FINGERS of modern light 
. . . Strong, sturdy, powerful... 
with penetrating performance that will 
floodlight outdoor areas magnificently 
and turn the darkness into day. Night- 
lighting with Sterling Equipment is 


always successful. 


JOBBERS desirous of increasing their 
profits should cultivate this new ave- 
nue of sales. The field of outdoor 
sports and recreation offers opportuni- 
ties for Flood Lighting that are prac- 
tically unlimited. Get your share of 


this profitable business with Sterling. 
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REFLECTOR & Trutieiiey eels (cae) 


rAd dare? ye Manufacturers & Engineers 


We 1431- 1435 West Austin Ave. Chicago, U. 3 A. 


REPRESENTATIVES JN ALL |PRINCIPAL CITIE 
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WHAT and WHERE 
to SELL 


N this section is contained 

a “Ready Reference” guide 
to the resale, contracting, in- 
dustrial, and commercial mar- 
kets. The information given 
should be considered in the 
light of a “Daily Reminder” 
to all jobbers’ salesmen of 
“What and Where to Sell.” 


Salesmen are invited to make any suggestions which will improve this section as a selling tool 
for them. Such criticism would also be appreciated from executives and sales managers of both 
wholesale and manufacturing concerns, 
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The Resale Market 


The numbers below indicate the actual outlets by their ratings: 
(1) excellent; (2) very good; (3) good; (4) fair. 
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ELECTRICAL 
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STORES 
DRUG STORES 


BATTERY SHOPS 
CIGAR STORES 
FURNITURE STORES 
GIFT SHOPS 
JEWELRY STORES 
LAMPS AND SHADES 
OFFICE SUPPLIES 
PLUMBING AND 
SPORTING GOODS 
TOY SHOPS 
VARIETY STORES 
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CHURNS 

CIGAR LIGHTERS 
CLOCKS 
CLOTHES DRIERS 
COOKERS 
CORDS 

CORD SETS 
CORN POPPERS 
CURLING IRONS 
DIMMER SOCKETS 
DISHWASHERS 
DOUGHNUT MOLDS 
EGG COOKERS 
EGG TESTERS 
EXERCISERS 
FANS 

FLASH LIGHTS oe. 
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GRIODLES 

GRILLS 

HAIR CLIPPERS 
HAIR DRYERS 
HEATERS, INSERT WALL 
HEATERS, PORTABLE 
HEATERS, WATER 
HEATER UNITS 
HEATING PADS 
HOT PLATES 
HUMIDIFIERS 

ICE CREAM FREEZERS 
INCUBATORS 
INSECT 

INSECTICIDE SPRAYERS 
IRONS 

IRONERS 


+} 
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The Resale Market 





The numbers below indicate the actual outlets by their ratings: 
(1) excellent; (2) very good; (3) good; (4) fair. 


al 
< 
v 
m 
O 
7 
a 
m 
a 
> 
r 
m 
WN 


LASSIFICATION 
OF 
LECTRICAL 
ERCHANDISE 


AUTOMOBILE 
ACCESSORIES 
™~ [BATTERY SHOPS 
CENTRAL STATIONS 
CIGAR STORES 
EALERS 
FILLING STATI 
FURNITURE STORES 
MERCHAN DISE 
IFT SHOPS 
HARDWARE ST 
JEWELRY STORES 
LAMPS AND SHADES 
ETAILERS 
TOY SHO 


DRUG STO 
WG] AND MACHINERY 


AMPS, AUTOMOBILE | / 


NIN 


, INCANDESCENT | 3 
PS, HEALTH 
DESKS OR OFFICE | 4/ 
TABLE OR 
NG FIXTURES 
ILK WARMERS 
XERS, DRINK 
XERS, KITCHEN 
SPECIALTIES 


~ |r Pe 
& [oy fou fo] 


be [9 Io 


ONATORS 
NT SPRAYERS 
RCOLATORS 
WARMERS 
SETS 
RADIO TUBES 
RANGES 
REFRIGERATORS 
ING MACHINES 
IN PATTERS 
SOLDERING IRONS | /|/ 
STEAM RADIATORS 
TABLE STOVES 
TAPE 
TEA POTS 
TIE PRESSERS 
TOASTERS 
TOYS 
TRAINS 
TROUSER PRESSERS 
URNS, COFFEE 
VACUUM CLEANERS 
VAPORIZERS 
VENTILATING FANS 
VIBRATORS 
VIOLET RAYS 
WAFFLE IRONS 
WASHING MACHI 
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THE CONTRACTOR MARKET FOR 


Residences and Apartments Commercial and 





Service and Meter Board Low-Tension System Temporary Wiring for 
Annunciators General and Sub-Contractors 
Cable: Lead, Rubber Covered Batteries Temporary Service 
Conduit and Fittings Bells and Buzzers Entrance Fittings 
ore Bell Transformers Entrance and Meter Switches 
Pha i repens 80 esr A Racks and Wireholders 
oled : ; a 
House Racks and Wire-Holders “Fibre peri a ic 
Service Fittings Rigid Rigid 
Switches, Entrance and Meter Floor Treads Armored Cable and Fittings 
Wire, Rubber-Covered Push Buttons Wire and Cable 
Mail Boxes Rubber Covered 
Distribution System Outlet Boxes Weatherproof 
Speaking Tubes Enclosed Switches 
Telephones, Private Cut-outs and Boxes 
Telephone Receptacles and Plates |Fyses 
for City Service Receptacles 

Thermostats Sockets, Brass Shell 
Wire—Annunciator —Porcelain 

7 —Damp Proof —Weatherproof 
SS —Telephone Motors and Control 


Non-Metallic Radio Wiring Heavy Duty Cords and Plugs 


Loom Antenna Circuit Reflectors 

Knobs, Tubes, Cleats Ground Circuit Flood Lights 

Boxes: Cut-out Radio Receptacles and Plates Lamp Guards 
Floor Central Radio System Incandescent Lamps 


Box Cover Erion Oui 
a. Decorative Lighting Bus Bars and Fittings 


Cut-outs 
ios met shin Fe oy 


Fixture Studs including Incandescent La : 
Rubber Covered Wire and Cable ing . — Fibre 


Convenience Outlets in Every Wall Miscellaneous ; Rigid 
Receptacles: Bulls-Eye Bolts: Carriage, Expansion, Stove, Ground Clamps 


—Heavy Duty Machine, Toggle Racks and Wireholders 

Fan Hangers Connectors: Cable Service Fittings 

Switches: Door —Wire Switches, Entrance and Meter 
—Enclosed Fuses Switchboard 
—Flush and Surface Locknuts and Bushings Wire, Rubber Covered 
—Single-Pole Pipe Straps 
—3 and 4-Way Screws: Lag, Machine, Wood Low-Tension System 

Plates : Combination Solder and Paste 
—Convenience Outlet Tape, Friction and Rubber Annunciators 


is Tools (see opposit , Col. 3 Batteries 
— ES Se Bells and Buzzers 


—Switch Additional Items for Conduit and Fittings 

‘ . ie Apartment Houses Door and Window Trips 

Including Special Circuits for Service or Transformer Vault ‘ Floor Duct and Fittings 
Clock se Flor Tread 

Fireplace Logs Transformers aang 

Insert Wall Heaters Didbelion Sytem Boxes, Floor and Outlet 

Laundry Appliances Dawes: Pinas Receptacles and Plates 

Medicine Cabinets Distribution Panels Telephones, Private . 

Oil Burner or Stoker Get anatase ee 4 — and Signal 

Refrigerator Special Circuits, Motors and ——— Office 

Ventilating Fans — for Special Circuits ri 

Garage, Outlets for ieeeee — Fire Alarms 

Ip SOF olgnal Systems Inter-Office Call Systems 

Lighting — Telegraph Call Signals 
Engine Heater Low Tension System Private Telephone Systems 
Vacuum Cleaner ‘Apartment House Telephone System| City Telephone Service 
Work Bench ‘Door Openers Thermostatic Temperature Control 


Panelboards 
Conduit: Rigid 
—Flexible Metal 
Conduit Elbows and Couplings 
Conduit Fittings 
—Hangers 


Service or Transformer Vault 
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NEW CONSTRUCTION WORK 


Public Buildings 








Distribution System 
Power Panels 
Distribution Panels 
Sub-Meters 
Conduit,Flexible and Rigid 
Conduit Elbows and Couplings 
Conduit Fittings 
Conduit Hangers 
Conduit Nipples 
Conduit Plugs 
Conduit Base and Fittings 
Chase Nipples and Couplings 
Floor Duct and Fittings 
Overhead Duct and Fittings 
Cable and Fittings 

Armored 

Non-Metallic 


Additional Circuits and Control for 


‘Commercial Garages 


| Air Compressors 
Automatic Parking Systems 
Brake Testing Machines 
‘Car Greasing Apparatus 
'Car Washing Apparatus 
| Door Openers 
Gasoline and Oil Pumps 
'Machine Tools 
|Portable Tools 
| Vulcanizers 





*Hotels and Clubs 
| Auto and Taxi Calls 


Surface Metal Raceway and Fittings| Central Radio System 


Wire and Cable 
Cable Supports 
Soldering Lugs 
Boxes: Cable 
Concrete 
Conduit 
Floor 
Metal 
Switch 
Box Covers 
Federal Bushings 
Fixture Studs 
Convenience Outlets 
Fan Hangers 
Receptacles 
Switches: Enclosed 
Flush 
Surface 
Plates: Combination 
Convenience Outlet 
Receptacle 
Switch 
Exit Lights 
Special Circuits, Motors and 
Control for 
Electric Signs 
Elevators 
Elevator Signal Systems 
Flood Lighting 
Pumps 
Stokers and Oil Burners 
Vacuum Cleaners 
Ventilating Apparatus 
Lighting Fixtures 
including Incandescent Lamps 
(see next page, Column 1) 
Miscellaneous 


| Paging System 

|\Cooking Equipment 

| Kitchen Machinery 
|Laundry Machinery 
Refrigeration Machinery 
‘Barber and Beauty Shop 
Valet 

| 


‘*Hospitals and Institutions 


Central Radio System 
‘Emergency Lighting 
Nurses Call System 
'Fluoroscopic Laboratory 
| Therapeutic Laboratory 
X-Ray Laboratory 
Operating Room Equipment 
‘Cooking Equipment 
‘Kitchen Machinery 
‘Laundry Machinery 
Refrigeration Machinery 


| Stores 


| Beauty Parlors 

Interior Signs 

| Restaurant 

| Cooking Equipment 

| Kitchen Machinery 

| Refrigeration Machinery 
Show Case Lighting 
|Show Window Lighting 

| 

| Theatres 


|Auto and Taxi Calls 
Projection Booth Equipment 


Bolts: Carriage, Expansion, Machine,| Sound Equipment 


Store, Toggle 
Connectors, Cable and Wire 
Fuses 
Locknuts and Bushings 
Pipe Straps 
Screws: Lag, Machine, Wood. 
Solder and Solder Paste 
Tape, Rubber and Friction 
Tools (see Third Column) 


Spot Lights 

|Stage Equipment 

| Border Lights 
Foot Lights 

| Dimmers 

| Panels 

| Stage Pockets 
Switchboards 





*Schools 
Central Radio System 
Program System 
Emergency Lighting 
Assembly Hall 
Projection Booth 
Sound Equipment 
Stage Lighting 
Domestic Science Rooms 
Cooking Equipment 
Laundry Machinery 
Sewing Machines 
Laboratory Apparatus 
Manual Training Shops 
Electrical 
Forge 
Machine 
Pattern Making and Molding 
Restaurant 
Cooking Equipment 
Kitchen Machinery 
Refrigeration Machinery 


Industrial Buildings 
(See Industrial Market) 






























Tools for All Jobs 

Armored Cable Tools 

Boring Machines 

Braces and Bits 

Circuit Testers 

Cutters, Bolt and Box 

Drills, Portable and Bench 

Fish Tape and Grips 

Grinders 

Hack Saws and Blades 

Hammers, Electricians 

Hammers, Electric 

Hickeys 

Hoists, Chain and Electric 

Knockout Punches 

Ladders 

Pipe Benders: Hand, Hydraulic 

Pipe Cutting and Threading 
Machines 

Pipe Tongs 

Pliers, Electricians 

Power Drives 

Punches 

Reamers 

Reels 

Saws: Hand, Electric and Rotary 

Screw Drivers: Hand, Electric 

Shears: Bar, Electric 

Solder Dippers 

Stocks and Dies 

Torches: Blow, Cutting 

Water Pumps 

Wire Measuring Machines 

Wire Grips 

Wire Strippers 

Wrenches: Pipe, Socket 

Vises and Vise Stands 


'*See “COMMERCIAL MARKETS” for Itemized List of Equipment. 
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THE CONTRACTOR MARKET (Continued) 





LIGHTING 
EQUIPMENT 


Commercial 
Industrial 
Outdoor 
Residential 





Commercial Units 
(ceiling and pendant) 
Direct 
Indirect 
Semi-Indirect 
Enclosed Glass 
Opal 
Polycase 
Prismatic 
Concealed Reflectors 
Corridor Units 
Daylight Units 
Floodlights 
Goosenecks 
Hospital Units 
Industrial Units 
Adjustable Arm 
Acid Proof 
Dust Proof 
Vapor Proof 
High Mounting 
Interior Signs 
Outdoor Standards 
Pit Units 


Show Window 
Foot Lights 
Floodlights 
Reflectors 
Spot Lights 

Special Reflectors for 
Bank Cages 
Cove Lighting 
Pictures 
Refrigerators 
Signs 
Show Cases 
Wall Cases 


Street Brackets 


Standard Reflectors 
Angle 
Cone 
Concentrating 
Distributing 
Flat 
Half 
Parabola 
RLM Dome 


Theatre 
Aisle Lights 
Border Lights 
Foot Lights 
Stage Lights 

See Manufacturers’ Bulletins on Special 
Applications for: 

Airports 

Banks 

Churches 

Clubs 

Floodlighting 

Hospitals 

Industrial Plants 

Office Buildings 

Residences 

Schools 

Service Stations 

Show Rooms 

Show Windows 

Sport Lighting 

Street Lighting 











MAINTENANCE AND REPAIRS 


Motors, Industrial Plants, Commercial and Public Buildings, Signs, Etc. 


INSTALLATION 


OF EQUIPMENT 


Oil Burners, Pumps, Refrigeration, Low-Tension Signals, Motor-Driven Machinery, 


Ranges, Water Heaters, Sou 


Accessories 


Attachment Plugs and Caps 

Batteries 

Bead Chain 

Color Caps 

Drop Lights, Complete 

Extension Cords, Complete 

Fixture Cord and Wire 

Portable Cords: All-Rubber, Art-Silk, 
Cotton, Heater, Lamp, Weather- 
proof 

Cord Connectors 

Flashlights and Batteries 

Fuses: Plug, Enclosed, Renewable 

Fuse Links 

Fuse Wire 

Incandescent Lamps 

Lamp Coloring 

Lamp Guards 

Luminous Buttons and Pendants 

Molded Specialties 

Shade Holders 

Solder and Solder Paste 


Insulating Materials 

Compounds, Filling and Sealing 

Cotton Cords, Twines and Sleeving 

Fibre 

Insulating Papers 

Mica 

Paints, Oils, Shellacs and Varnishes 

Tapes: Asbestos, Cotton, Friction 
Mica, Rubber, Varnished Cloth 

Varnished Cloth and Silk 


Lighting Equipment 
Glassware Replacements 
Reflector Replacements 
Additional Units 

(See First Column this page) 


Low-Tension Equipment 


Annunciators 

Bells and Buzzers 

Desk Buttons 

Door and Window Trips 

Floor Treads 

Gongs 

Insulated Nails and Staples 

Push Buttons 

Telephones 

Wire, Annunciator 
Damp-proof Office 
Telephone 


Tools (See List for New Construction) 


Wiring Materials 


Armored Cable 
Armored Cable Fittings 
Boxes: Cable and Loom 
Concrete 
Conduit 
Cutout 
Floor 
Outlet 
Switch 
Utility 
Box Covers 
Box Hangers 


nd Equipment, Stokers, Etc. 


Cable: Armored 
Non-Metallic 
Lead-Covered 
Park 
Rubber Covered 
Stage 


Capacitors 
Connectors, Cable and Wire 


Conduit: Fibre 
Flexible Metal 
Rigid 
Conduit Elbows and Couplings 
Fittings 
Hangers 
Nipples 
Plugs 


Cutouts: Plug 
Enclosed 


Federal Bushings 

Fixture Studs 

Floor Duct 

Fuse Blocks 

Knobs, Tubes and Cleats 
Locknuts and Bushings 

Surface Metal Raceway and Fittings 
Overhead Duct and Fittings 

Panel Boards 

Pipe Straps and Clamps 


Plates: Blank 
Combination 
Radio 
Receptacle 
Switch 
Telephone 


Receptacles: Flush 
Heavy-Duty 
Radio 
Sign 
Surface 
Weatherproof 


Rosettes: Brass Shell 
Porcelain 
Weatherproof 


Steel Tubing 
Soldering Lugs 


Switches: Canopy 
Enclosed 
Entrance 
Flush 
Knife 
Meter 
Motor Starting 
Panel 
Pendant 
Pull Cord 
Remote Control 
Safety 
Surface 
Time 

Weatherproof Fittings 


Wire: Asbestos Range 
Rubber Covered 
Slow Burning 








Theatres 





Busbars and Fittings 


Weatherproof 
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COMMERCIAL MARKET for ELECTRICAL EQUIPMENT 





Hotels and Clubs 


For General Use 


Air Purifiers 

Auto and Taxi Calls 
Central Radio System 
Clocks for All Rooms 
Cord Sets 

Exit Lights 

Fire Alarm System 
Floor Scrubbers 
Illuminated Ornaments 
Incandescent Lamps 
Lighting Fixtures 
Paging System 
Portable Lamps 
Telephones, Private 
Vacuum Cleaners 
Ventilating Fans 


Barber and Beauty Shops 


Curling Irons 
Hair Clippers 
Hair Driers 
Sterilizers 

Sun Lamps 
Water Heaters 


Guest Rooms 


Bed, Desk, Floor and Table Lamps 
Fans 


House Physicians 


Sterilizers 
Sun Lamps 
Vibrators 
Violet Rays 


Laundry 


Driers 

Flat Irons 

Ironing Machines 
Washing Machines 


Kitchen and Serving Stations 


Broilers 

Coffee Mills 

Coffee Urns and Urn Heaters 
Doughnut Molds 
Drink Mixers 

Egg Cookers 

Fireless Cookers 
Food Mixers 

Food and Plate Warmers 
Fruit Juice Extractors 
Fudge Warmers 
Griddles 

Grills 

Hot Plates 

Ice Cream Freezers 
Ovehs 

Ranges 

Sandwich Toasters 
Toasters, Commercial 
Steam Tables 

Waffle Irons 


Lobby 


Fireplace Logs 
Desk, Floor and Table Lamps 
Radio Sets 


Rental to Guests 


Curling Irons 
Exercisers 

Fans 

Hair Driers 
Heating Pads 
Midget Radio Sets 
Sun Lamps 


Valet 


Tailor Irons 
Tie Pressers 








Hospitals and Institutions 


For General Use 


Air Purifiers 

Auto and Taxi Calls 
Central Radio System 
Clocks for All Rooms 
Cord Sets 

Emergency Lighting 
Exit Lights 

Fans 

Fire Alarm System 
Flash Lights and Batteries 
Floor Polishers 

Floor Scrubbers 
Incandescent Lamps 
Lighting Fixtures 
Nurses’ Call Systems 
Portable Lamps 
Telephones, Private 
Vacuum Cleaners 
Ventilating Fans 


Kitchens and Serving Stations 


Broilers 

Coffee Mills 

Coffee Urns and Urn Heaters 
Double Boilers 
Doughnut Molds 
Drink Mixers 

Egg Cookers 

Fireless Cookers 
Food Mixers 

Food Warmers 

Fruit Juice Extractors 
Fudge Warmers 
Griddles 

Grills 

Hot Plates 

Ice Cream Freezers 
Ovens 

Percolators 

Plate Warmers 
Ranges 

Sandwich Toasters 
Toasters, Commercial 
Steam Tables 

Waffle Irons 


Laundry 


Driers 

Extractors 

Flat Irons 

Ironing Machines 
Washing Machines 


Laboratories 


Fans 

Hot Plates 
Immersion Heaters 
Lamps, Adjustable 
Sterilizers 


Operating Room 
Special Lighting Units 
Sterilizers 

Ventilating Fans 


Wards and Private Rooms 


Atomizers, Therapeutic 
Bed Lamps 

Cigar Lighters 
Curling Irons 
Dimming Sockets 
Exercisers 

Hair Clippers 
Hair Driers 
Heating Pads 
Midget Radio Sets 
Sun Lamps 
Vibrators 

Violet Rays 














Schools 
For General Use 
Air Purifiers 
Annunciators 


Central Radio System 
Clocks for All Rooms 
Cord Sets 

Emergency Lighting 
Exit Lights 

Fans 

Fire Alarm System 
Floor Polishers 

Floor Scrubbers 
Gongs 

Incandescent Lamps 
Lighting Fixtures 
Portable Lamps 
Program System 
Telephones, Private 
Vacuum Cleaners 


Assembly Hall 


Radio Set 
Stage Lighting Equipment 


Class Rooms 
Radio Sets 


Hospital or Infirmary 


Exercisers 
Heating Pads 
Sterilizers 
Sun-Lamps 
Vibrators 
Violet Rays 


Laboratories 


Fans 

Hot Plates 
Immersion Heaters 
Lamps, Adjustable 
Sterilizers 


Restaurant and 
Domestic Science Room 
See Kitchen under Hospitals 


Manual Training Rooms 


Blowers 

Electric Tools 
Glue Pots 

Lamps, Adjustable 
Motors 

Soldering Irons 


Restaurants 


For General Use 


Air Purifiers 

Auto and Taxi Calls 
Exit Lights 

Floor Polishers 
Floor Scrubbers 
Incandescent Lamps 
Lighting Fixtures 
Vacuum Cleaners 
Ventilating Fans 


Dining Room 

Cigar Lighters 
Clocks 

Fans 

Individual Percolators 
Individual Toasters 
Radio Set 

Table Lamps 


Kitchen 


See under Hospitals. 
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INDUSTRIAL MARKET 

















RVICE INOUSTRIES MANUFACTURING INDUSTRIES 














| 
EXTRACTIVE PUBLIC PUBLIC CONSTRUCTION 
INDUSTRIES UTILITIES WORKS 


Metal and Non-Metallic- | Electric Light & Power —_ Highways and Streets Construction Companies 
Smelting & Refining (See Below) Companies Waterworks and Sewerage General and Sub-Contractors 
Coal Gas Companies Irrigation & Reclamation 
Quarries (See Process Industries) Harbors, Rivers, Canals 
Petroleum and Natural Gas Marine 

Steam Railroads 

Electric Railways 

Automotive Transportation 

Passenger 
Freight (Trucking companies) 
Telephone Companies 















































PROCESS FOOD _ METALREFINING METALWORKING TEXTILE VW/OOD MISCELLANEOUS 
INDUSTRIES INDUSTRIES INDUSTRIES INDUSTRIES INDUSTRIES INDUSTRIES §§ iNDUSTRIES 


Acids, Chemicals and Bakery Products Smelting & Refining Mech. Machinery Cotton Goods Logging Camps & Leather Foot 
Chemical Preparations Canning & Preserving Non-Ferrous Electrical Machinery, Knit Goods Tor Mills okie k ene. 


Brick and Other Clay Confectionery Blast Furnaces Equipment & Radio Woolen and Independent Planing Mills Tobacco 
Products and Ice Cream Steel Works and + Automotive Worsted Goods Furniture Musical Instruments 


Coke Dairy Products Rolling Mills Cars & Locomotives Clothingand Boxes and Phonographs 
e+ aaa Flour & Grainmill Products Ship &Boat Buildings Fur Goods Paper Products 


Explosives Slaughtering and Railroad Repair Shops Silk Goods Printing & Publishing 
Fertilizers Meat Packing lron and Steel Products 


Glass Manufactured Ice Metal Products other 
| eather than‘lron and Stee)” 
(Tanned, Curried and Finished) 

Lime and Cement 

Manufactured Gas 

Oil, Cottonseed and Linseed 

Paints and Varnishes 

Paper and Wood Pulp 

Petroleum Refining 

Rayon 


‘ ber Goods 
iow Refining 


_————  ____________. ee 
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THE INDUSTRIAL MARKET 














Conduit: Fibre 
Flexible Metal 
Rigid 
Conduit Fittings 
Conduit Hangers 
Locknuts and Bushings 
Steel Tubing 
Cable, Armored 
Non-Metallic 
Cable Fittings 
Connectors, Cable and Wire 
Surface Metal Raceway and Fitting 
Overhead Duct and Fittings: 
Bus, Trolley, Wire 
Wire— 
Annunciator 
Damp Proof 
Fixture 
Fuse 
Magnet 
Resistance 
Telephone 


Wires and Cables 
Asbestos 
Bare Copper 
Galvanized 
Mining 
Parkway 
Rubber Covered 
Slow Burning 
Stage 
Trolley 
Varnished Cambric 
Weather Proof 
Wire Holders 


Cords— 
All-Rubber 
Fixture 
Heater 
Lamp 
Portable 
Weather Proof 


Boxes 

Cable 

Concrete 

Conduit 

Floor 

Metal 

Switch 

Box Covers 
Wiring Devices 

Fuses 

Receptacles and Plates 

Sockets 

Switches and Plates 
Panel Boards 
Switchboards and Fittings 
Bus-Bars and Fittings 


Switches 
Enclosed 
Float 
Knife 
Oil 
Meter 





J 





Wiring and Maintenance Items 


Switches—Continued 


Motor Starting 
Safety 
Time 
Circuit Breakers 
Capacitors 
Relays 
Resistors: 
Current Limiting 
Grid 
Rod 
Weather Proof Fittings 
Incandescent Lamps 
Lamp Guards 
Lamp Coloring 
Insulating Materials 
Compounds, Filling and Sealing 
Cotton Cords, Twines and Sleeving 
Fibre 
Mica 
Paints, Oils, Shellacs, Varnishes 
Papers 
Tapes: Asbestos, Cotton, Friction 
Mica, Rubber, Varnished Cloth 
Varnished Cloth and Silk 
Transformers 
Auto 
Bell 
Current and Potential 
Distribution 
Power 
Sign 
Signal 
Meters 








Instruments 
Portable 
Switchboard 


Tools, Electricians | 
(See list under Contractor Market) | 
Tools, Linesman’s 
Poles 
Cross-Arms 
Pole Line Hardware 
Trolley Hardware 
Insulators 

Glass 

Mine 

Porcelain 

Strain 

Insulator Supports 
Pot Heads 
Lightning Arrestors 
Choke Coils 


Equipment Items 
Batteries 
Clocks 
Cooking Equipment for 
Cafeterias, etc. 
(See Hotel Kitchens under 
Commercial Markets) 


Emergency Lighting Systems 





Generators 


Heaters 
Air 
Cartridge 
Radiant 
Space 
Unit, Fan Type 
Humidifiers 
Laboratory Equipment 
Hot Plates 
Immersion Heaters 
Lighting Equipment 
Adjustable Arm Fixtures 
Acid Proof Units 
Dust Proof Units 
Floodlights 
Glasssteel Diffusers 
Glassware 
High Mounting Units 
Ornamental Standards 
Reflectors: RLM, Cone, 
Extensive, Intensive 
Street Brackets 
Vapor Proof Units 
Servicing Hangers 


Motors and Control 
Automatic Control 
Motor Starting Switches 
Remote Control 

Pulleys: Fibre, Iron, Steel 


Miscellaneous 
Glue Pots 
Paint Sprayers 
Soldering Irons 
Solder Pots 
Ovens: Annealing, Baking 


Portable Tools 
Blowers 
Buffers and Polishers 
Electric Hammers 
Electric Drills 
Electric Saws 
Electric Screw Drivers 
Grinders 
Metal Cutters 
Sanders 
Pumps 
Rectifiers 
Rectifier Elements, Dry 
Rectifier Tubes 
Refrigerating Equipment 
Regulators: Voltage, Current 
Signal Equipment 
Annunciators 
Bells and Buzzers 
Burglar Alarms 
Call Systems 
Fire Alarms 
Gongs 
Sirens 
Telephones 
Supervisory Equipment: 
Power, Signal 
Ventilating Equipment 
Blowers 
Exhaust Fans 
Man-Cooling Fans 
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BANK. 


LIGHTING 


No. 1012 


Day-Brite Cashier Cage Re- 
flectors are available in 
standard 18 inch units or con- 
tinuous lengths; in sizes from 
the Tubular lamp capacity to 
standard 60 watt lamp size. 


No. 2600 


Interior Electric Signs are 
available in single and double 
face types, with a variety of 
glass faces and mounting ar- 
rangements, 


pAY-BRite 


DAY-BRITE 
for 
SHOWCASES 
STORES BANKS 
THEATRES 
ART GALLERIES 
PUBLIC BUILDINGS 


Above is illustrated a 

counter card, designed 

to help you sell more 
Day-Brite’s. 


3825 Laclede Ave- Saint Louis 


(Continued from Page 96) 
| ing their electrical wiring and equip- 
| ment problems. No salesman will 
' call until the way has been prepared 
for him by several of these pieces of 
direct mail. 
Appliance business is being de- 


| veloped by a series of monthly let- 


ters to selected dealers and contrac- 


| tor dealers, each letter devoted to a 


single line. The salesmen always 
carry samples, a different one on each 
trip. This wholesaler believes that 


| it is necessary for appliance manu- 


facturers to allow their distributors 


'a larger gross margin and to re- 
| frain from selling direct to central 
| stations and department stores if 


electrical wholesalers are to make a 


| real profit on this business. 


The operating methods of this 


_ wholesaler are also worthy of spe- 
| cial comment. 


| 25 manufacturers. 


About 2500 items are regularly 
carried in stock, representing lines of 
Parallel lines are 


| limited to wiring devices (2), heat- 
| ing appliances (2), commercial light- 
_ing fixtures (2), and residential light- 


| ing fixtures (5). 


The last item can 


_hardly be said to consist of dupli- 


cating lines, however, due to dif- 
ferences in style and prices. 
As is the case with most whole- 


| salers, the building occupied was not 


originally designed for an electrical 
supply house. It is 90 ft. long and 
only 20 ft. wide. The first floor is 


' used for the counter which extends 
| over half way down the store, and 
for display cases and floor displays 


of appliances. The office is at the 


| rear separated by a glass partition. 
| A stairway leads to the lighting fix- 
| ture display room jn the second 

| floor. 


Shelves against the wall be- 
hind the counter carry merchandise 
for the counter trade. A dumb- 
waiter, also behind the counter al- 


| lows prompt deliveries from the main 
| stock on the third and fourth floors. 
| A phone inside the dumb-waiter af- 


ford direct communication with the 
warehouse. Conduit is stored in the 
basement where the low head-room 
requires that it be racked horizon- 
tally. An excellent job has been 
done in adapting this type of build- 
ing to a wholesale business. 

Floor space totals 13,000 sq. ft., 
which is utilized as follows: Ware- 


| house 10,200 sq. ft.; counter and 


appliance display 1,400 sq. ft.; fix- 
ture display 1,200 sq. ft.; office 360 
| sq. ft. 


A perpetual inventory is kept 
which is checked against a complete 
physical inventory once a year. Twice 
a month all cards are gone over to 
check quantities and to revise maxi- 
mums and minimums. 

A 3%-ton Dodge truck is used for 
delivery which is limited to one trip 
a day to each part of the city. 

Bargains consisting of slow-mov 
ing and obsolete items are displayed 
in a separate room and pushed by 
the two inside salesmen. 

The insurance policy which the 
company carries has some uniqu 
features. A single policy covers each 
partner for $40,000. This singl« 
policy reduces the premium. The 
principal applies against part pay- 
ment of the deceased partner’s share 
in the business by the surviving part 
ner. 

The accompanying table of sales 
and gross profit by commodities de- 
serves study. In spite of an un- 
usually high gross profit rate this 
wholesaler did little better than break 
even last year. This was due to three 
factors: The charging off of all 
doubtful accounts receivable; a lib- 
eral write-off of all obsolete and 
slow moving stock, and finally to 
the fact that at no time during the 
year was there any curtailment of 
sales expense. 1931 should show a 
considerably lower overhead. 

This house is typical of a young 
and progressive group of electrical 
wholesalers who are already begin- 
ning to assume a leading position in 
the independent branch of the indus- 


try. 
* * * 


How Systematic Planning 
Helps Us Build Business 


(Continued from Page 15) 


business starts to fall off. The fur- 
niture dealer has sold ice boxes for 
many years and an electric refrig- 
erator is merely an improved ice box 
Therefore, they welcome this line. 
In stimulating sales we use an ef- 
figy at our annual sales meeting. 
This is known as Old Man Cesco 
(Charleston Electrical Supply Com- 
pany). The old man is always 
dressed according to the sales for 
the year just ending. For instance, 
if sales on radio have been good he 
will be seen wearing a fine silk hat. 
If at the same time sales on wiring 
devices have been below quotas 
Mr. Cesco will be wearing a 
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A Complete Sales and Advertising Plan for 
Ventilating Contractors and Electric Dealers 
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&§ - « e AND ALSO A PROFITABLE ONE FOR 
_ YOU AND YOUR DEALERS WHO FOLLOW 
THE AMERICAN BLOWER PLAN OF SELLING 
ET the facts about the electric ventilating 
business ... get them from an organization 
whose experience in this industry covers a period 
: of over 50 years. The American Blower Sales and 
' Advertising Blue Book carefully outlines a sound 
and successful program for making money, sell- 
ing cool, clean and wholesome air. It tells how 
and where to sell electric ventilating equipment 
the year round. It contains samples of 
, folders, cards — specially printed direct 
mail literature that is available to your 
contractors and dealers. It pictures sales 
P Cc oO U 's Oo N 
AMERICAN BLOWER CORPORATION, 6000 Russell Street, Detroit, Michigan 
' I am interested in receiving a copy of your Blue Book. 
s Name Firm Name 
A 





Street & Number 





merican Rlower 











helps . .. bulletins . . . mailing schedules .. . 
newspaper advertisements and many other real 
aids in getting electric ventilating business. Cash 
in on the electric ventilating business in your 
territory this season. Send for this great plan 
book now .. . it will put you and your dealers 
next to real profits. The coupon is for your 
convenience. Fill it out mail it 


and today. 











pe mann, HEATING, AIR CONDITIONING, DRYING, MECHANICAL DRAFT 
MANUFACTURERS OF ALL TYPES OF AIR SD » onoune EQUIPMENT SINCE 166s 


City 
























110 


THE JoBBER’S[A)SALESMAN 





FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTRY. 





“It has a grip like its namesake” 








Biill Dai 


REGISTERED 


Split Knobs 


"These are 


the safe, approved 
knobs for all types of 
residence wiring. They 
mean better jobs at no 
added cost. Bull Dog 
Split Knobs, together 
with Illinois Porcelain 
Tubes, Cleats and 
Solid Knobs form a 
complete line of stand- 
ard porcelain. 





Sold Through Wholesalers 


Illinois Electric Porcelain Co. 


Macomb, Illinois 





| ing. 


E. A. Wilson, treasurer of the Colo- 
nial Electric Co., Inc., Philadelphia, was 


| busy reading a letter when this was 


snapped. 


much patched pair of trousers 
strangely out of keeping with the fine 
hat. Each article of apparel repre- 
sents some line which we are sell- 
This makes an amusing spec- 
tacle and at the same time makes a 
lasting impression on the salesman. 
They realize that we are not getting 
the volume we should on certain lines 
and they push them harder after the 
meeting. 

Dealer meetings are held at inter- 
vals and these are strictly educa- 
tional. In many cases the owner of 
the firm is not able to attend the 
meeting and sends his head salesman. 
He does so more willingly when he 
knows that the meeting is strictly for 
education that will enable his men 


| to sell more of the products we have 


under discussion. We do not care 
to acquire the reputation of keeping 
men away from their work without 
making every minute count for 
something. 

In the office of the president, there 
is a large board liberally dotted with 
tacks showing calls or customers in 
each territory. The credit depart- 
ment also places tacks on this board. 
These show one color tack for ac- 
counts that have been cut off and 
another color for accounts which the 
salesman should discuss with the 
credit department. This system saves 
considerable note writing and also 
shows the company officers at a 
glance the credit and sales condi- 
tions of their various customers. Pins 
also show whether it is a specialty 
dealer or an account called on by 
the regular salesman, and how often 
they are called on. 

As this sales board is located in 
the president’s office the men are 
impressed with the fact that he has 
a clear picture of their activities. 


Consequently, they make every ef- 
fort to have their records look as 
well as possible. 

Much has been said about the 
use of maps, charts, and quota setting 
from swivel chairs. These aids may 
occasionally be misused, but it has 
no bearing on the fact that when in- 
telligently worked out they are a real 
aid to the firm who uses them in 
conjunction with a personal knowl- 
edge of the territory. 


* * * 


Wholesalers Acclaim “Job- 
ber’s Salesman Plan” 


(Continued from Page 13) 


sided. Not only did practically every 
wholesaler in the New York area at- 
tend, but also, every one of them, 
after the meeting definitely promised 
to support the Plan. Many came for- 
ward to congratulate the staff on its 
comprehensive study of the whole- 
saler’s problems and its Plan for 
solving them. 

Philadelphia proved to be a repe- 
tition of the New York meeting. 
Early indications pointed to an at- 
tendance of 80, but when the meet- 
ing opened, the audience had swelled 
to 130. Wholesalers were present 
not only from the Philadelphia area, 
but also from Delaware and New 
Jersey. George Conover, manager 
of the Electric League of Philadel- 
phia who presided as chairman, called 
for a rising vote of thanks to the 
staff for having brought the Plan to 
that city. 

Speaking before the regular meet- 
ing of the Electric League of Wash- 
ington on the evening of May 14, 
Mr. Rowland again aroused the en- 
thusiasm of the group present on the 
Plan. Every wholesaler present en- 
dorsed the Plan. 

On Friday, May 15, the Plan was 
presented to the wholesalers in the 
Baltimore area. As in other cities, 
the Plan awakened the industry to a 
new realization of conditions in the 
field and the vital necessity for the 
adoption of the principles which it 
sets forth. 

As this issue goes to press the first 
phase of the tour is being completed 
with a talk before the “Free Lance” 
wholesalers at the Hot Springs Con- 
vention of the National Electrical 
Wholesalers Association on the eve- 
ning of May 28. 

Summing up the results of the trip, 
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it can be said without reservation that 
the Plan has swept the industry off 
its feet, and every wholesaler who 
has heard it is convinced that by it 
and with the cooperation of their | 
manufacturers they can achieve per- 
manent success. 


* * * 


I Sell Industrials with 
Samples 


(Continued from Page 17) 


sticks to the well-known thought that 
each salesman must fit his activities 
to local conditions. In our case, most 
of the industrial plants are in Rock- 
ford or just out of it. The city is 
split between Mr. A. H. Zanger and 
myself. We cooperate with each 
other and with the other salesmen, 
sometimes working together. 

The matter of calling on customers 
regularly always comes up and it is 
interesting to note that different 
salesmen succeed with different plans. 
Personally I have a definite sched- 
ule, but with the reservation that spe- 
cial calls are in order at any time. 
To make sure that my customers can 
get in touch with me I have carefully 
informed all of them that I am al- 
ways in the office from eight o’clock 
to nine in the morning and from 
one to two in the afternoon. This 
means better service for the buyers 
and more business for me. 

We keep close track of customers’ 
purchases by means of copies of all 
orders and a monthly report by the 
house to each salesman showing his 
volume. Thus all the men know 
what is selling best and who is buying 
the different items. The copies of 
the orders enable us to correct mis- 
takes and go after additional business 
on the strength of information on 
the orders. 

To supplement the demonstration 
work by the salesmen, the house 
sends literature to the plants. In 
the case of a new item or product a 
strong special letter is sent out to all 
the prospects. This paves the way 
and helps arouse interest, as all 
plants are anxious to know about 
new articles. 


In closing I would say that a sam- 
ple or a demonstration is a good en- 
tree to almost any plant. When this is 
accompanied by complete informa- 
tion from the catalogs carried and 
backed by prompt service, the whole 
is a very strong combination. 
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RIGID CONDUIT! 
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THIS NEW BOGE 


.) Everyone who specifies, handles or installs electrical 
conduit should have a copy of this interesting booklet 
printed in colors and illustrated throughout with action 
photographs. It tells how Fretz-Moon Conduit is made, 
why it is better and why it saves time and money in in- 
stallation. A copy will be sent upon request. Use the 
coupon for convenience. 


FRETZ-MOON TUBE CO., Inc. 


Butler, Penna. 








Fretz-Moon Tube Co., Inc. JS 
Butler, Penna. 


Gentlemen:- Please send me a copy of your new Conduit 
Booklet, without obligation. 


Firm 
Name 


Address 








City —________/._ aeto 
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MANUFACTURERS’ 


Square D Establishes Power 
Filter Division 

L. W. Mercer, vice president and 
general manager, Square D Co., De- 
troit, has announced the establish- 
ment of the “Power Filter Division” 
of the Square D Co., with offices and 
works at Detroit. 

M. D. Williamson will be in 
charge of the new division, which 
will manufacture Power Filter Units 
for the conversion of D. C. from 
A. C. for telephone, public address 
systems, talking picture equipment 
and other sound and signal appar- 
atus. 

The new unit is said to supply a 
pure, noiseless, non-pulsating D. C. 
current which supplants or supple- 
ments the use of storage batteries 
and dry cells, as well as motor gen- 
erator sets now used for these pur- 
poses. 

x * x 

Trumbull Makes Appoint- 

ment 

The Trumbull Electric Mfg. Co., 
Plainville, Conn. announces the ap- 
pointment of W. J. Batchler as sales- 
man covering the District of Colum- 
bia, Maryland, Virginia and North 
Carolina in place of F. G. Marden 
who has resigned. 

Mr. Batchler has been a salesman 
out of Baltimore for many years and 
is intimately acquainted with elec- 
trical men in most of the new terri- 
tory. 


News 


Current news of changes in personnel and location. 
Illustrations of new and improved products and an- 
nouncements of latest literature 


Berry Now With Bennett 

John S. Berry, formerly a manu- 
facturer’s agent, representing the 
American Circular Loom Co., in St. 
Louis became, on March 1, 1931, 
manager of the St. Louis office of 
I. A. Bennett & Co. 

John is very well known to the 
trade in that territory. Having been 
an electrical contractor and a jobber’s 
salesman in the old days, he has a 
fine background of engineering as 
well as sales experience. 


xk * x 


Sampsell Heads S. E. D. 


Marshall E. Sampsell, president of 
the Central Illinois Public Service 
Co., was elected president of the So- 
ciety for Electrical Development by 
unanimous vote of the S. E. D. Di- 
rectors April 29. He succeeds Charles 
L. Edgar, president of The Edison 
Electric Illuminating Co. of Boston, 
who served as acting president of 
the Society since February, 1930. 

Bringing an extended knowledge 
of association work to his new office, 
Mr. Sampsell was described by the 
nominating committee as “especially 


qualified to give leadership to the co- 
operative movement represented in 
the Society.” 
oo. 
Lubeck Promoted by Arrow- 
Hart & Hegeman 

Arthur E. Lubeck, formerly con- 
nected with the Chicago office of the 
Arrow-Hart & Hegeman Electric 
Co., Hartford, Conn., has been ap- 
pointed central sales manager of that 
company with new offices at 155 W. 
Congress St., Detroit. Mr. Lubeck 
will supervise the sales of both divi- 
sions of the company in the states of 
Michigan, Indiana, Ohio, Kentucky 
and western Pennsylvania. 


xk * x 


Turner Brass Works Has 
New General Manager 

The Turner Brass Works, Syca- 
more, Ill., announces the appoint- 
ment of John Slezak as vice presi- 
dent and general manager. 

Mr. Slezak joined the Turner 
Brass Works approximately one year 
ago as works manager. His present 
appointment is directly due to his 
accomplishments while serving in 





Snapped at Second Annual Golf Tournament of Los Angeles Electric Club, 


held April 20 at the Oakland Country Club. 


(Left to right) Tom Norton, Nor- 


ton & Norton; Ed Vath, Western Light & Fixture Company; Walter Norton, 
Norton & Norton; and Joe Mullenbach, Mullenbach Electrical Manufacturing Co. 














June, 1981 THE JOBBER’SMJSALESMAN 113 





FOUNDED ON THE BELIEF THAT THE SALESMAN OF THE WHOLESALER IS THE MOST IMPORTANT MAN IN THE INDUSTRY. 


MURRAY 


that capacity. His appointment fills 
a vacancy created by J. Walter 
Becker, who recently resigned be- 
cause of ill health. 

The Turner Brass Works is now 
conducting an interesting sales drive 
on its products. The company was 
organized in 1871 and this year is 
60 years old. This fact is being made 
the feature of a sales program. 

. ¢ = 


Colt’s Transfers Thayer 


Colt’s Patent Fire Arms Mfg. Co., 
Hartford, Conn. has transferred H. 


H. C. Thayer 


C, Thayer from the Northwest ter- 
ritory to Detroit. Mr. Thayer will 
cover Michigan and northern Indi- 


ana, * * * 


Frizzell Now Manufacturer’s 
Agent 

Walter Frizzell who for six years 
was a Hotpoint salesman in the 
southwest and prior to that with the 
Manhattan Electrical Supply Co., St. 
Louis, entered the agency business 
March 1 and is representing Lan- 
ders, Frary & Clark on the Universal 
line in the state of Oklahoma. His 
address is 521 Northwest 29th Street, 
Oklahoma City and he can use addi- 
tional lines provided they are not ap- 
pliances. Walter also announces that 
he has sold his Terrapin Ranch and 
is no longer interested in turtle 


racing. a Ss 


J. Randall Represents Union 
Insulating 

The Jack Randall Co., 212 Con- 

struction Bldg., Dallas, Tex., is now 


representing the Union Insulating 
Co., Parkersburg, W. Va. 














RANGE INSTALLATION EQUIPMENT 
TYPES FOR ALL REQUIREMENTS 








Metal Meterboard 





Combination shown on right consists of 60 ampere accessible 
main fuse switch with testing facilities and a cabinet with 
range fuses and four 30 ampere circuits. Range fuse clips made 
with fuse ejectors. 


CASH IN ON EXTENSIVE RANGE INSTALLATIONS! 


METROPOLITAN 
DEVICE CORPORATION 


1250 ATLANTIC AVENUE 
BROOKLYN + NEW YORK 
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New Electrical Products, Illustrated - 





ULLDOG Electric Products Co., Detroit, Mich., has brought out the 
“SAFtoSwitch-Board”, which is a dead iron totally steel enclosed 
switchboard and consists of an assembly of standardized sectional panels, 
all parts of which, such as steel frames, steel enclosures and ball bear- 
ing switches, are also of standardized unit construction. The ball bear- 
ing “SAFtoSwitch”, right, incorporated in “SAFtoSwitch-Boards” is 
said to be unique of its type The ball bearing guides secure frictionless 
switching; they also permit full floating positive contact and insure 
simultaneous safety break. It embodies separate fuse and switch com- 
partments interlocked for safety in replacing fuses. 


6c LEXLAY,” a new un- 

derground cable, has been 
designed and is being manu- 
factured by the National Elec- 
tric Products Corp., Pitts- 
burgh. It is a flexible, highly 
insulated underground wiring 
system and is produced in 
three different types: Non- 
metallic; semi-metallic, and 
full-metallic which is better 
known as “Parkway” cable. 
“Flexlay” may be laid in open 
trench without damage from 
abrasive handling, eliminating 
the use of clay or fibre ducts. 


iSletdislatet 





HE Metropolitan Device 

Corp., Brooklyn, N. Y., of- 
fers a new type of distribu- 
tion cabinet for residence in- 
stallation which is described 
as “Cat No. 4904—upper 
block for 60 ampere electric 
range fuses—lower for 4-2 
wire, 30 ampere, 125-250 volt 
branch circuits or 2-3 wire cir- 
cuits. This cabinet for use 
where these circuits are not 
desired combined with meter 
and entrance switch.” 











CORDLESS electric iron has 

been put on the market by the 
Enterprise Sales Co., Chicago. 
Among the features claimed for this 
product are: Thermostat control 
which prevents overheating; air- 
cooled handle and stand, and a su- 
per-heating element which provides 
rapid heating. 








PASS & Seymour, Inc., Syracuse, 
has just released a new Edison 
base porcelain duplex socket. This 
new socket can be furnished with 
either a % in. or a % in. nipple. 
It is especially suitable for show 
case, show window or reflector 
lighting. It is of single center screw 
construction which affords quick 
assembly. 





UMBER “UR” flush motor plug 

cap with binding screw ter- 
minals for back connections is one 
of the most recent releases by the 
Bryant Electric Co., Bridgeport, 
Conn. The cup of this cap is suffi- 
ciently large to accommodate all 
standard cord connector bodies now 
available. 








E hanes new radical type lightning 
arresters have been brought out 
by the Knox Porcelain Corp., 
Knoxville, Tenn. No. K-1018, il- 
lustrated, is of transparent glass 
with all parts visible, while No. 
K-1020 is of bakelite. 
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Lighting Pioneer Dies on 
Coast 
Augustus D. Curtis, president and 
founder of Curtis Lighting Inc., Chi- 
cago, died suddenly on April 29 at 
Beverly Hills, Calif., at the age of 
65. His passing culminates a life de- 





Augustus D. Curtis 


voted to the art and science of illum- 
ination, his major contribution being 
the introduction of indirect lighting 
and the foundation of a company 
dedicated to advancement of lighting 
for the aid and production of human 
eyes. 

Mr. Curtis was born at Hawley, 
Pennsylvania, on October 14, 1865, 
the son of a country physician. After 
finishing grade school at Honesdale 
he helped row a lumber raft down 
the Delaware River to reach Penn- 





sylvania. From there he came to | 


Chicago and resumed his training at 
the old Chicago Athanaeum, the Art 
Institute and evening high school 
classes, 

The years that followed found Mr. 
Curtis associated with a half dozen 


or more business endeavors, both in | 


and out of Chicago. Before found- 
ing the lighting firm bearing his 
name, he had been engaged in box 
making, lumber, cattle raising, oil 
drilling and magazine publishing ac- 
tivities. In the latter he became an 
influential factor in the success of 
the “Popular Mechanics” Magazine. 
Later he organized the Curtis-Leger 
Fixture Co., a supply house for win- 
dow display equipment. It was soon 
after that the X-Ray reflector was 
developed. 

With the X-Ray Reflector and the 
lighting needs of the country as a 
foundation, the National X-Ray Re- 
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If you Sell on the 
“Basis” 


of Quality, Service and Satisfaction 


This Wadsworth Accessible Fuse Meter 
Service Switch with Range and Lighting Cir- 


cuits is the switch for your line. 


This switch will meet contractors installation 
problems, and the approval of Inspectors and 
Central Stations and give the user of elec- 
tricity a 


“S$ A FE” 
“ADEQUATE WIRING” 
RANGE INSTALLATION 


Write for Bulletin No. 23 for complete information. 
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Sell Every 
FARMER | 


An All-Electric 
A. oa RAD I O Kato 110 Volt A. C. Light Plant 


THE KATO ELECTRIC PLANT Generates 110 Volt 60 
Cycle A.C. It operates 110 Volt Electric Appliances, Small 
Motors, All-Electric Radio, Sound and Public Address Systems. 
All farmers, land owners or renters alike are good prospects. 


— ny Be 
~  S 


Quiet Running Smallin Size Low Price 


KATO KONVERTERS operate A.C. Radio from 32 and 110 
volts D.C. Increases All-Electric Radio Sales. Kato Konverters 
draw less current. Thousands of satisfied users. Sold on trial 
basis. 


Konverters carried in stock at Lancaster, Pa., San Francisco, 
Calif., Seattle, Washington. 


Write for latest Price Sheet and Discounts. - 


KATO ENGINEERING CO. Dept. J.S.. Mankato, Minn. 














_* can use this 
one-watt NEON 


Wherever low level illumination is desired asa guide 
or indicator—there the little 1.0 watt Neon Glow Lamp 
“fills the bill” at almost nothing in current cost. Oper- 
ates on either A. C. or D. C. lines. Indicates, in fact, as 
one of its many uses, whether line is A. C. or D. C., 
since on D. C. only negative electrode glows. . 


Serves scores of purposes in home, factory, labora- 
tory as night, guide, pilot and signal light or as oscil- 
lator. Fits standard socket. Clear glow for more than 
3,000 hours! For details and prices, write: General 
Electric Vapor Lamp Company, 891 Adams Street, 
Hoboken, N. J. 


GENERAL 36) ELECTRIC 
VAPOR LAMP COMPANY 


Join us in the General 
ElectricProgram,broad- 
cast every Saturday eve- 
ning, on a nation-wide 
N. B. C. network. 


495 © G. E. V. L. Co., 1931 


flector Company was organized in 
1897. The name of this company 
was changed in recent years to Cur- 
tis Lighting, Inc. The firm also main- 
tains a factory at Antwerp, Belgium 
and one at Toronto, Ontario. 

Outside of business activities, Mr. 
Curtis devoted considerable time to 
travel. It will be remembered that 
on March 17, 1924, cable dispatches 
told of his saving the life of a fel- 
low traveler who was caught in the 
crater of Mt. Kilauea during the first 
eruption in 129 years. Mr. Curtis 
was also a sportsman of some note, 
as evidenced by a score of trophies 
hanging in the Adventurers Club, 
Chicago. In his summer home at 
Lake Geneva as well as in his own 
office are also many relics of the 
hunt. Of the latter, perhaps the most 
interesting is a waste basket made 
from the foot of an elephant. 

Mr. Curtis was a member of the 
Forty Club, Chicago Athletic Club, 
Lake Shore Athletic Club, Adventur- 
ers Club and Lake Geneva Country 
Club. 

Although his contributions to the 
lighting industry are gains which can 
never be revoked, the passing of Mr. 
Curtis is a loss of friendly associa- 
tion deeply regretted by all of us. 





‘GLOW LAMP 
on both A. C. and D. C. lines 





Robert MacFarlene (the Scotchman) 
represents the National Electric Prod- 
ucts Co. out of the Philadelphia office. 
Talking about Scotchmen that are tight, 
here is a new one. Mr. MacFarlene has 
a blotter which did not cost him any- 
thing, saturated with Cologne “Christ- 
mas Night” which he keeps in his in- 
side hat band so that he does not have 
to buy hair tonic at the barber’s. The 
Editor does not vouch for the accuracy 
of this statement which is a quotation 
of J. Shevlin of the West Philadelphia 
Electric Supply Co., Philadelphia. 
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Lighting Specialties Enlarges 
Staff 

C. F. Latham, formerly with the 
Erickson Electric Co., 
troit and Chicago, and C. B. Thorsen, 
formerly with the Graybar Electric 
Co., New York, have joined the staff 
of the Lighting Specialties Co., Chi- 
cago, representing Ivanhoe, Holo- 
phane, Day-Brite and Wakefield. 


* *« * 


E. J. Jordan Joins Gulbransen 

Announcement is made by the 
Gulbransen Co., Chicago, that E. J. 
Jordan will handle the distribution 
ef both Gulbransen pianos and Gul- 
bransen radios in California, Oregon 
and Washington. 

Mr. Jordan enjoys a very favor- 
able reputation as business executive 
and salesman and has had a par-| 
ticularly wide experience in the, 
piano and radio field. For several 
years he was Vice-President of the | 
Miessner Piano Co., Milwaukee, 
Wisconsin, and later Regional Sales 
Director for the American Piano Co. 
More recently he was General Sales 
Manager for the Harry Alter Co., 
Chicago, one of the largest radio dis- 
tributors in the United States. 

— 


R. C. McNeely Is Signal 
Sales Manager 
R. C. McNeely has accepted the 
position of sales manager of the 
Signal Electric Co., Menominee, 
Mich., succeeding W. E. Hopper 
who resigned to engage in business 
for himself at Atlanta, Ga. For 
the past six years Mr. McNeely 
has been assistant advertising man- 
ager of the Lloyd Manufacturing 
Co., under W. F. Doyle and previous 
to that time he was northern Michi- 
gan and northern Wisconsin repre- 
sentative for the American Multi- 
graph Sales Co., working out of the 
Milwaukee divisional office. 
Se ae 


Curtis Enlarges Pittsburgh 
Territory 

Curtis Lighting, Inc., Chicago, an- 
nounces the expansion of its present 
Pittsburgh territory to include the 
West Virginia district to be directed 
by L. W. Margison, Jr. Mr. Mar- 
gison has been the Curtis resident 
engineer at Pittsburgh for a number 
of years and will direct his enlarged 


territory from the same offices, 2617 | 


Grant Bldg., Pittsburgh. 


Boston, De-| | 


formerly of the 
Philadelphia office, has joined the ex- 
ecutive staff of the Wiremold Co., at 


Walter S. Beckett, 





| Hartford, Conn., in the capacity of as- 
| sistant to the president on sales. 





Westinghouse Sine Light- 
ing Studios in Cleveland 
A comprehensive display of light- 
ing equipment is included in the 


opened in Cleveland. 
are located in the Cleveland Works 
of the Westinghouse Electric & Man- 
ufacturing Co., a plant devoted ex- 
clusively 


in conjunction with the photometric 
laboratories of the company, also 
just opened in Cleveland. 
studios, which are the latest addition 
to the Westinghouse lighting service, 


bile color lighting equipment. 








each unit. 
In addition to the luminaries and 
other interesting lighting devices, the 


are displayed in actual operation, in- 
cluding reasonant control, pilot wire 
control (series and multiple), photo- 
electric tube control, radiotron con- 
trol, time switches and reactance 
| dimmers. 








Westinghouse Lighting Studios just | 
These studios | 


to the manufacture of | 
street, flood, airport and commercial | 
lighting equipment, and are operated | 


The | 


include displays of exterior, interior | 
and mobile color lighting, and the | 
latest developments in street, airport, | 
flood, commercial, industrial and mo- | 


All luminaries displayed are per- | 
manent parts of the studio equipment | 
and are operated separately through | 
remote control relays from switch- | 
boards located at the rostrum in each | 
studio. They may also be controlled | 
individually by switches adjacent to | 


latest systems of control equipment | 


| E-Z CONNECTOR 


|| HAS MADE SOLDERING 
& TAPING EXPENSIVE 





FOR QUICK, STRONG, SAFE 
WIRE CONNECTIONS 


Approved by og ep a Laboratories 
as follows: ‘‘2 No. 14 B & 8S Gauge solid 
conductor wires; 2 No. 14 and 1 or 2 


No. 18 Wires, solid or stranded; 1 No. 14 
and 1 No. 18 Wires, solid or stranded; 
2 No. 12 and 2 No. 18 Wires, solid or 
stranded.”’ 


| PRICES 


| ee $ 1.50 
0 eee 6.25 
0 ee 10.75 
5,000 . $9.50 per M. 
10,000. .$9 per M. 


Jobbers and Distribu- 
tors Prices on 
Application 


WHERE TO BUY 
«E-Z°° Connectors 


Pacific Coast & Mountain States Distributor 


J. M. FELDMAN CO., Ine. 
ms Los Angeles, Calif. 


RIDA 
Lighting Fix. Co. (Tampa) 
LOUISIANA 
Lighting Fix. Co. (New Orleans) 
Electrical Supply Co. (New Orleans) 


MISSOURI 
Glasco Electric Co. (St. Louls) 
Glasco Electrie Co. (Kansas City) 
Glaseo Electric Co. (Joplin) 


NEW YORK 
L. A. Woolley, Ine. (Buffalo) 
John S. Maxson Co. (Syracuse) 
City a Co. (Syracuse) 
OKLAHOM 
Glaseo Electric Co. (Oklahoma City) 
PENNSYLVANIA 
W. Phila. Elec. Sup. Co. (Phila.) 
Star Electrical Co. (Erie) 
TEXAS 
Beckett Elec. Co. 
Economy Elec. Sup. 
A. F. Anderson Co. 
Economy Elec. Sup. 
Lighting Fix, & Refin. 
WISCONSIN 
Standard Elec. Supply Co. (Milwaukee) 
FOLLOWING TRADE AREAS OPEN FOR 
EXCLUSIVE DISTRIBUTORS 
New England Trade Area—Maine, N.H., Ver., R.1., 
Mass., and Conn. 
Middie Atlantic Trade Area—New York, N.J. and 


Penna. 
East North Central Trade Area—Ohlo, ind., Iill., 
Mich. & Wise. 


PATENTED OCTOBER 21, 
(Other Patents Pending) 


APPROVED BY UNDERWRITERS’ 
LABORATORIES; Lou ogee ow 





This Cover 


(Dallas 

Co. *Dalles) 
(Dall 
Co. (Fort Werth) 
Co. (Houston) 


1930 





TRIC CODE AND CITY INSPEC- 
TION DEPARTMENTS. 


FREE SAMPLE—SEND COUPON 


SIERRA PORCELAIN MFG. CO., 
311 TERMINAL SALES BLDG., 
747 WAREHOUSE ST., 
LOS ANGELES, CALIFORNIA. 
Please send me a sample of your “E-Z” 
Connector without obligating me in any way. 








y 
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hen a hotel 
manager 
madeavroad map 


» lems guest was leaving early 
in the morning for the 
South. And he didn’t know the 
road. During the evening, the 
manager himself made a road 
map for the guest. Did the guest 
appreciate it? He wrote back 
and said he never made a wrong 
turn. 


Perhaps we're wrong in talking 
about such little things, when 
we havesuch big things to offer. 
Bigger rooms at lower — a 
Roomy closets... Popular 
priced cafeteria orcoffee shop... 
Central location . . . Even spe- 
cially selected meats for all din- 
ing rooms. But somehow, it’s 
the littleextra things that bring 
our guests back. You'll be back, 
too, once you know us. 


Extra service at these 25 


UNITED HOTELS 


NEW YORK CITY'S only United ....The Roosevelt 
PHILADELPHIA, PA The Benjamin Franklin 
SEATTLE, WASH The Olympic 
WORCESTER, MAES: «60.0 scicssnse ses The Bancroft 
Ne ee er rere The Robert Treat 
PATERSON, N. J.....-- The Alexander Hamilton 
TRITON: Wi; 3. <.02 0 00c0 oases The Stacy-Trent 
HARRISBURG, PA The Penn-Harris 
BURA. BT Wik 65s 5a seawans sone The Ten Eyck 
SYRACUON. Bi. We scat eeeersseees The Onondaga 
RAMETERS, iosd san csonneneee The Seneca 
BIAGARA PAILS, N.Y. 2 .6.0:0:06s20008% The Niagara 
BRIE. BA. ..s000s0os00eeceveee'sne ADRS 
AKRON, OHIO The Portage 
FLINT, MICH. The Durant 
KANSAS CITY, MO The President 
TUCSON, ARIZ El Conquistador 
SAN FRANCISCO, CAL. .......++- The St. Francis 
SHREVEPORT, LA. ..... The Washington-Youree 
NEW ORLEANS, LA. < o60000000005 The Roosevelt 
NEW ORLEANS, LA. .............- The Bienville 
TORONTO, ONT The King Edward 
NIAGARA PALLS, ONT. « 06.00 02200008 The Clifton 
WINDSOR, ONT. ........+- The Prince Edward 
KINGSTON, JAMAICA, B.W.1.. The Constant Spring 


1p 


| wire and coils 
electrical industries is manufactured. 


V. A. Norman with 
Gulbransen 


V. A. Norman, widely known by | 
radio distributors and dealers in the | 


southeastern states, has joined the 


| sales force of the Gulbransen Co. of 
| Chicago. 
'dio sales division of that concern 
/and will travel in the states of North 
_and South Carolina, Georgia, Florida 
'and Alabama. 


He will represent the ra- 


Mr. Norman, previ- 
ous to his connection with the Gul- 


| bransen Co., served as a representa- 
tive of the United American Bosch 


Corp. of Springfield, Mass., and the 
Sonora Corp. of New York City. 
His experience consists not only of 
sales work, but also of service duties. 
With both of the above mentioned 
companies he served as radio service 
manager. 

i 
Inca Moves Eastern Office 


The Woolworth Building, 233 


| Broadway, New York, is the new 


eastern address of the Inca manu- 
facturing division of the National 
Electric Products Corp. 

The new office, which includes 
both sales and service organizations, 
is under the direct charge of Paul 
Stouffer, who is well known to the 
eastern trade. 

The main plant and general offices 
are located at Fort Wayne, Ind., 
where a complete line of magnet 
for the radio and 





Officials of the Diamond Electrical 
Mfg. Co., Los Angeles, which is affil- 
iated with the Square D Co., Detroit, 
recently opened its new branch factory 
at San Francisco. 





The new building is | 


located at 130 Potrero Ave. and occu- | 


pies two stories. 
ing the opening were, reading from left 


Among those attend- | 


to right: J. J. Mitchell, sales manager, | 


Diamond San Francisco office; 


A. A. | 


Schueler, sales manager Diamond divi- | 


| sion, and Vern Brown, vice-president. 
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For Every 
Purpose 


SHERMAN 
TERMINALS 


The most complete line of 
“Terminals” made. Regardless 
of the requirement, there is a 
Sherman Terminal to do the 
job. Go over the Sherman cata- 
log with your contractor cus- 
tomers. It means more _ busi- 
ness for you. 


H. B. SHERMAN 


MANUFACTURING CO. 
Battle Creek, Mich. 














Subscribers 


Youcan’tafford to 
miss a single issue. 
Give us your new 
address if you 
have moved. 


ON 


Be A Booster 


Tell your friends 
about 
The 
Jobber’s Salesman 
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Patented 


WIRE 
CONNECTORS 


SAFE-SPEEDY 
SURE 


Your customers will 
appreciate your telling 
them about SRK Wire 


Connectors. 





A-1 & JR 





Everyone you start 
means a steady flow of 
repeat business. 


Approved by 
Factory Mutual 


Underwriters 
Laboratories 


Laboratories 


Samples Sent on Request 


JIFFY WIRE CONNECTOR CO. 
HACKENSACK, N. J. 


General Sales Office: 


G. Denn Montgomery, Jr. 
458 Broadway, New York City 
Phone Canal 6-7533 and 6-6186 








NOW 


In Bulk Containers 


In addition to the standard size packages for 
ordinary use Yager’s famous soldering salts are 
now furnished in 25, 50, and 500-pound air 
tight sheet-iron drums. All are attractively en- 
ameled to prevent rust. 


Write today for 
prices and discounts. 


Alex. R. Benson Co., Inc. 


Manufacturers 


Hudson, N. Y. 
Since 1873 


YAGER’S 


1873 IT MUST BEGOOD 1931 


'in Room 712, the Louisiana Bldg. | 


W. G. Campbell in Los 
Angeles 
W. G. Campbell formerly sales 
manager of the Central Tube Co., 
Pittsburgh, has moved to Los An- 
geles, Calif. Mr. Campbell has 
opened offices at 650 S. Spring St., 
where he will represent the Central 
Tube Co. as a manufacturer’s agent 
in California, Arizona and Nevada. 
Mr. Campbell has negotiations 
pending with several other manufac- 
turers to also represent them in that 
territory. 
ee 


Westinghouse Elects Officers 

At the organization meeting of the 
board of directors of the Westing- 
house Electric & Mfg. Co. held April 
29, the following officials were 
elected: A. W. Robertson, chairman 
of the board; F. A. Merrick, presi- 
dent; J. S. Tritle vice president in 
charge of manufacturing; S. M. 
Kintner, vice president in charge of 
engineering ; W. S. Rugg, vice presi- 
dent in charge of sales: L. A. Os- 
borne, H. P. Davis, H. D. Shute, 
J. S. Bennett, H. T. Herr, Walter 
Cary, T. P. Gaylord, and Harold 
Smith were reelected vice presidents. 

C. H. Terry was elected an honor- 
ary vice president. E. M. Herr was 
reelected vice-chairman. 





tA 


Ajax Electric Moves to 
Chicago 

The Ajax Electric Specialty Co., 
St. Louis, Mo., announces its re- 
| moval on April 15, to 6400 S. State | 
St., Chicago. The direction of the | 
company at Chicago will continue | 
under the management of J. S. Cum- 
ing, the founder of the company, and 
the sales organization known as the 
Ajax Electrical Sales Co., St. Louis, 
will operate as the district sales rep- | 





Specialty Co., and other lines of elec- | 
trical and radio merchandise. 


* * * 


C. R. Churchill 
Starts Own Business 

C. Robert Churchill announces 
that he is no longer connected with 
|the Electric Appliance Co., New 
Orleans, La., but is starting a new 
business of his own, handling only 
a few leading specialties in the 
capacity of manufacturer’s distrib- 
utor. Mr. Churchill is now located | 








resentatives for the Ajax Electric | \VELVATONE 





















































VELVATONE 


Door Chimes 
are building 


PROFITS 











» for the jobber... 
his salesman... 
» the contractor! 
69% of the homes built in 

O 1931 are actual pros- 
pects for the Velvatone Door 
Chimes! Thousands of these 
beautiful chimes are now in use 
...alert contractors are including 
Velvatone Chimes in their plans 
because they find that Velvatone 
is an actual selling point to the 
client. Velvatone Door Chimes 
are modern, distinctive, different. 
They are building PROFITS not 
only for the jobber and his sales- 


men, but for the electrical con- 
tractor and supply house as well. 


» 


A SIZE FOR 
EVERY HOME 


Four standard Vel- 
vatone models rang- 
ing from the one- 
chime model at 
$16.50 to the four- 
chime set at $55.00. 
Liberal discount. 


HIN 


ie 


Several good territories are still open 
for livedistributors. If your house is not 
representing Velvatone, get the details. 


ELECTRIC SIGNAL COMPANY 
411 Architects Bldg. Los Angeles 


TERRITORIES OPEN! 














ELECTRIC SIGNAL CO. 
411 Architects Bldg., Los Angeles 


Please send details of jobbers discount, ter- 
ritory information and your new catalog. 


Name 





Address. 
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Don’t say: “Give me a 
doorbell transformer” 


Index to Advertisers 


Say: “Give mea 


BlueBell 


DOORBELL 
TRANSFORMER” 


In quality of materials, 
excellence of design and 
ruggedness of construc- 
tion, Blue Bell Trans- 
formers lead the field. 
Install them—then forget 
them. They stay on the 
job from then on. No 
breakdowns—no trouble. 
No costly replacements 
or repairs. Built for 
permanent service, Blue 
Bell Transformers have 
justified the confidence of 
contractors for seventeen 
years. That’s why they 
enjoy such large sales to- 
day. 


Always ask for them 
by name 


KILLAR K 
Electric Mig. Co. 


3940 Easton Avenue 
ST. LOUIS, MISSOURI 
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Inside back cover 
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MoTOR STARTING SWITCH 










Motor STARTING Swit 
THERMAL Type 


UOMBLE?R 
Mh Aad 3 


ssc’ New Line for 


thermal cutouts 


anaes hose Thermal Plug Cutouts— 


space gives free 


fn homer plug or cartridge fuses 
ont “Tenens for 3%4 to 5 H.P. Mofors 


cover. 















This switch carries the heavy starting current as the motor picks up its load, but 
protects motor from damage by prolonged overloads. The thermal cutouts with- 
stand momentary “’ peaks’’ but open the circuit against sustained overload. This 
saves breaks in motor operation which are equivalent to breakdowns in the 









Top cover open, 
exposing tumbler 















mechanism (with production-schedules of the motor-driven machines. .. QUICK MAKE-AND-BREAK: 
protecting fibre Kick-off feature of mechanism positively prevents sticking or failing to operate. Bakelite 

cover off). Ne arc snuffers greatly increase current-breaking capacity. Switch mechanism is mounted on 
jana bs ae special non-absorptive porcelain base—the best insulator known. EASY TO WIRE: Box has 
fast work by the interlocking cover; plenty of room top and bottom. Can be locked in safety position, against 
wireman. ... tampering. Knockouts provided; 12” to 34’ diameter. Cadmium plated box, rust proof. 


An eminently dependable, workmanlike job of real interest to your industrial customers. 


ELECTRIC DIVISION 


THE ARROW —-HART & HEGEMAN ELECTRIC CO. 
HARTFORD,CONN. 
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Before and 
after 


I 


This was considered a model meter 
installation until Noark produced 
the first standardized system meter 
service. Then came neat installa- 


tions such as these. —_ 


Through constant research and improvement Colt - Noark 
has developed today’s modern and complete line of 


Meter and Service switches. 


The new range and light switch and panel combinations 
are the latest development. Have you seen them? 
They are fully described in Catalog ““F’. May we send 
you a copy? 








@ COLT’S PATENT FIRE ARMS MEG. Co. 
QARK 


/ ELECTRICAL DVISION 
Established 1836 sf Electrical Division 1886 


HARTFORD, CONN., U.S. A. 


BOSTON CHICAGO NEW YORK PHILADELPHIA SAN FRANCISCO 
M-7-31 
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LOD 


Sell Your Contractors 


. on the idea of going after the “re- 
wiring” business. Point out this great 
market to them. Thousands of homes, 
industrial plants, stores, schools, churches 
and hotels in your territory are badly in 
need of electrical modernization. 


Induce your contractors to start action 
NOW-— action that will mean immediate 
business and profits for them, and a big 
increase in your sales of A. C. L. PROD- 
UCTS: Xduct and Electroduct Standard 


AMERICAN CIRCULAR 


Rigid Conduit, “Red Seal” ABC Armored 
Bushed Cable, “Red Seal” Weatherproof 
Armored Cable and Flexible Conduit, 
“Red Seal” Metallic Flexible Conduit, 
Loomflex, non-metallic Flexible Conduit, 
Loomflex Cable, non-metallic sheathed, 
Boxes and Fittings—a line of “BETTER 
WIRING MATERIALS” backed by con- 
sistent advertising in electrical contracting 
trade journals, direct mail advertising, and 
creative and missionary work by our rep- 
resentatives. 


LOOM COMPANY, Inc. 


233 Broadway, New York, N. Y. 


Offices in all the Principal Cities in the U.S. A. 


| RING 


MMTrERITALS 








OMT 


~SULL DOG CONTROLS 
the NATION'S INDUSTRIES.. 


For over 25 years Bull Dog engineers have been concerned 
with the problem of providing industry with more efficient, 
safe and economical electric control equipment. 


ce) 


Out of this quarter of a century of Bull Dog research and 
development have come the FUSENTER, the SAFtoFUSE, 
the SUPERBA Lighting Panel, the SAFtoSWITCH-BOARD. 
In addition Bull Dog has improved the design and in- 
creased the safety of Panelboards, Safety Switches and 
Duct Systems. 


You will often hear Bull Dog mentioned in the coming 

months when still untold improvements are discussed. We 

submit this record as ample evidence of Bull Dog's progres- 

sive policy of leadership by which their jobbers must surely - 

benefit. SAFtoSWITCH-BOARD 


Butt Doc ELEctric 


Propucts COMPANY 
DETROIT . MICHIGAN 


In Canada: Bull Dog Electric Products of Canada, Ltd., 
Toronto, Ont. 


Bus-DUCT 


Over 25 Years : 
of Research — Trol-e-DUCT 


and Development 


SAFtoFUSE 
Feeder 


a Panel 


Burehos 


(CENTROLS @ 


ELECTRIC CONTROL CENTERS 





Sil 
PRO 


PLYMOUTH RUBBER COMPANY. Inc. 
CANTON, MASS. 





Plymouth’s rigid policy 
of price and selling pro- 
tection to the Electrical 
Wholesaler is depend- 
able for the simple rea- 
son that it has been thor- 
oughly and continw 
ously demonstrated. 

Dependable Protection 


O 


pendable. 


B DEPENDABLE 
TECTION 


» » 


It is an easy matter for a manufacturer 
to declare a policy of price and selling 
protection to the Electrical Wholesaler 
—but the carrying thru and mainte- 
nance of such a policy—well—that is 
an entirely different story. 


plus the Superiority of 
Plymouth Brand Tapes, 
SLIPKNOT and CAN- 
TON and P. R. SPLIC- 
ING COMPOUND 
tells why more and more 
Electrical Wholesalers 


are swinging over to 


PLYMOUTH. 


NLY that which has been 
demonstrated over and over 
again can truly be called de- 






» 
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No. 1136 “Royal Standard” 


ANDARD COOPERATION 
SSURES YOU YOUR SHARE 


Standard Catalog 


A real selling aid containing 

comprehensive illustrations and 

complete descriptions of over 

75 different models of Standard 

Ranges from the smallest de- 

signed for use in one room 
apartments to the large commercial units 
for hotel and restaurant installations. 


The Dealer Franchise 

A definite Franchise Plan, which 

places the dealer in direct con- 

tact with selling forces and equips 

him with selling ammunition. 

Factory contact with the fran- 
chise dealer, which creates interest and re- 
sults in sales. 


Sales Manual 
This book tells the dealer and 
his salesmen exactly how to sell 
Standard Ranges to the consumer. 
It completely covers every step 
from interesting the consumer 
prospect to closing the sale. In 
itself this sales manual provides you with 
a real piece of sales promotional literature. 


Standard News 

A monthly mailing piece which 

is being sent to every logical 

retail outlet for Standard 

Ranges. Standard News is pav- 

ing the way for you to greater 

sales. Every issue contains inter- 
esting information for the retailer. If your 
dealers are not getting Standard News 
regularly notify us. 


Standard Literature 


Countless attractive and inter- 

esting circulars, folders and 

booklets are being constantly 

produced to help your dealers 

increase their sales on Standard 
Ranges. Check up with your dealers and 
be sure that they have an ample supply 
on hand at all times. The more they sell, 
the more business for you. 


Demonstration Film 


Visual demonstration, the most 

powerful of all selling methods, 

is provided you in the new 

Standard demonstration film. 

This, and the sales helps men- 
tioned above offer you a huge reservoir of 
selling power. Study each thoroughly and 
put them to work for you. 
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